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NEW 


T’S EASY TO SELL a woman something 
she actually wants. That’s why Apex 
Dealers are finding it much easier and 
more profitable to sell the new, beautiful 
line of Apex Spiral Dasher Washers ... the 


washers that wash 3 faster, “% cleaner! 


What Women Want 


Surveys definitely prove that a woman 
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WHEN YOU SHOW 
HER HOW THE 


SPIRAL DASHER 











when purchasing an electric washer, is pri- 
marily influenced by its cleansing ability, 
its washing speed and the gentleness by 
which it washes clothes. In fact, these three 
factors alone actually determine the selec- 
tion of 42 out of 100 washers purchased. 


Importance of Agitator 


As all three of these washing functions are 
entirely dependent upon the agitator, the 
agitator immediately becomes the most im- 
portant washer selling feature. 


Thus, the problem of increased washer 
sales becomes a very simple one. All you 
need is a washer with a washing agitator 
























that most efficiently performs these three 
washing functions, plus positive proof that 


will convince the prospect of its superiority. 


You Need The Spiral Dasher 


In test after test, the new Apex Spiral 
Dasher Washer has positively proved that 
it washes cleaner and faster than all other 
washers, and is surpassed by none in 
gentleness on clothes. Apex backs this 
statement with graphic proof, convincing 


proof that gets the order. 


Ask For Proof 


Write at once for full particulars and we'll 
show you how you can increase sales dur- 
ing National Washer and Ironer Week... 
how to make of every week a week of 
washer sales. 
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HEN about thirty years 
ago, in a little town in 
southern Illinois, one of 

the Altorfer brothers hitched up 

an electric motor to a_ crude 
washing machine of the period, 
he made the first and most 
dramatic demonstration of what 
electric power can do when ap- 
plied to household tasks. It was 

the beginning of the end of a 

hundred generations of back- 

breaking toil; the first step in the 
divorce between women and the 
washboard. And yet, after nearly 

a generation, and with more than 

twelve million homes equipped 

with electric washing machines, 
the woman on our front cover 
still exists, muscle saving is still 
an important object in home 
electrification, and the washing 
machine is still its symbol. 
Because it stands for release 
from drudgery the washing ma- 
chine has led the development of 
the household appliance industry. 

It has been the pioneer in creating 

acceptance for the electrical idea 

and has prepared the market for 
other major appliances. It has 
created a wide spread good-will, 
not only toward appliance manu- 
facturers and the retail appliance 
trade, but to the entire light and 
power industry as well. 

This tried friend of the home- 
maker and standby of the dealer 
is to be celebrated during the 


SEPTEMBER 


week of October 23rd. Electrical 
Merchandising in the following 
pages brings together material 
appropriate to National Washer 
and Ironer Week, and pertinent 
to the promotional and_ sales 
activities that are involved in the 
sale of washers and ironers. Our 
purpose is to present sound 
merchandising thinking, plans 
and examples that can be utilized 
by dealers, utilities and associa- 
tions, not only in their plans for 
Washer and Ironer Week, but in 
programs of steady long term 
home laundry promotion. 


HE executives of the Ameri- 

can Washing Machine Manu- 
facturers Association, who _ set 
the date for this national program 
made, as it seems now, a smart 
choice. Because from all indica- 
tions general business, which 
means customer buying power, 
is going to be a lot better during 
the last three months of the year. 
Practically all business fore- 
casters agree that the present up- 
ward trend may be expected to 
continue and may even increase 
in strength. The factors that 
influence general employment are 
increasingly favorable, and in- 
creasing employment cannot fail 
to have a definite stimulating 
effect on appliance sales. In July 
factory employment made its first 
gain, after seasonal adjustment, 


Merchandising Month 


since twelve months previously, 
and factory payrolls made a 
similar gain. 

Residential building, which also 
has a definite relation to appliance 
sales, shows excellent promise. 
Residential construction contracts 
awarded during July were eight 
and a half per cent ahead of 
July 1937, and despite the fact 
that the normal seasonal move- 
ment is downward, were slightly 
in excess of June totals. 


ULY appliance production fig- 

ures were not encouraging. 
But as we have emphasized on 
this page for the last three 
months, retail appliance _ sales 
have been constantly much better 
than appliance production as 
shown by manufacturers reports. 
These reports showing sales de- 
creases of forty per cent and 
more have not applied to the 
retail movement of merchandise. 
Inventories are much reduced, re- 
verted merchandise has _ been 
resold, and the appliance trade 
generally is in a position to make 
some healthy gains. 

The situation is favorable not 
only for washers, but for all 
appliance promotions of the 
coming months. The trade will 
do well to remember that added 
sales effort has never yet failed 
to produce increased sales, 
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This Super-Value ABC Washer is Selling on Sight 





Once again ABC has come through with a sensational Only ABC, with its 29 years’ specialized experience in the 
Super-Value Special Washer . . . Model 68 . . . a unit that washer field and with its unequalled styling, engineering : 
is bringing extra sales and extra profits to ABC dealers and production facilities, could bring you such a unique 
everywhere! The public is buying value today, and your business-building washer. 


housewife prospects will instantly recognize ABC Special é 
* Illustrated below are just a few of its many exclusive, 
Washer Model 68 as an extraordinary washer value. 


worth while safety and con- 
This sensational unit is oustandingly beautiful in appear- venience features . . . extra- 
ance .. . sturdy in construction . . . and full of extra-value value features which appeal in- 
features. It is a large capacity washer . . . built to ABC's stantly to every housewife, thus 
famous high standards of quality and precision workman- making it easy to close sales. 
ship. Its attractive appearance, modern design, and eye- Do you want extra washer sales 

appeal bring powerful display value to your windows and and extra profits? 

, your selling floor. HERE'S THE ANSWER! 








Write or wire today for all the facts on the ABC Franchise and 


complete merchandising information on ABC Special Washer Model 

We urge all ABC dealers to 
co - operate whole - heartedly 
with other local dealers dur- 


68. Do it TODAY. .. . Your inquiry will not obligate you in any way. 





ing National Washer and 

ALTORFER BROS. COMPANY Ironer Week: Feature this 

on" FACTORY AND MAIN OFFICE PEORIA, ILLINOIS nation-wide event in your 

+ e . e newspaper advertising, win- 

‘43 7 dow displays, and all other 

> National Distributors for Canada media. Remember... it’s 
yr, NORTHERN ELECTRIC COMPANY, LTD. YOUR week! 

' A HEAD OFFICE MONTREAL, QUE. 


ABC wasuers Wzs/ 












ABC Patented 4-Spring Suspension Wrin- ABC One-Piece All-Steel Chassis and ABC ABC Famous Corrugated, Paneled Tub—a 
ger, with Instantaneous Touch Release and Precision-Built Drive Mechanism. Roomy 8-Pounder. ABC Exclusive French 
Finger-Touch Clothes Feeder. Type Agitator—3 Vanes, with double Wings. 


TORS & BUILDERS OF ABC APPLIANCES Poe RR OA ss 


SINCE 1909 










ANOTHER Ad. 





Loox, JIM, 








ountn 
@ iy 


, MAYTAG 


_ SURE MEANS 
BUSINESS I” 
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ness for you, too. Use this coupon today.” 


- 
a “Let. Maytag ads and products mean busi- 

















What the ustomers 























Prime reason for utility promotion 


of home laundry is satisfaction 


and service to the customer. 


The 






IRONER The IRON The 




















WATER HEATER 


Looked at as individual appliances, laundry equipment is not important from a revenue- 


producing standpoint. 


6¢ HE utility company selling 
appliances solely on the basis 
of what the company wants in 
its load-building program, rather than 
what the customer wants and needs to 
bring a greater measure of comfort, 
and ease in her daily 
household tasks, is pursuing a short- 
sighted policy which will eventually 
result in strained relations between 
the customer and the company.” 

That’s about the way Austin Monty, 
merchandise manager of the Phila- 
delphia Electric Company, summed up 
his philosophy in regard to washing 
and ironing machine promotion. 

Alert, dynamic, far-seeing, he has 
the capacity to clarify issues and re- 
duce to simple fundamentals many 
appliance merchandising problems. 
The record of his company and his 
department in consistently, year in 
and year out, promoting, advertising 
and selling home laundry equipment 
made him a “natural” to express the 
view of the utility executive on the 
place of the washer and ironer in 
powerscompany promotion. 

Because Philadelphia is primarily a 
home city; it is the great 
natural markets for domestic appliances 


convenience 


one of 


Taken collectively, however, they make an attractive load. 


in the country. On the lines of the 
Philadelphia Electric Company are 
some 569,000 residential customers 
whe bought in the neighborhood of 
$22,000,000 worth of appliances in 
1937. About 52 per cent of these cus- 
tomers already own was!.ing machines 
while less than 4 per cent own ironers. 
Last year they bought over 37,000 
washers and 4,000 ironers. Almost 
as many were sold the year before that. 
Of this total, sales by the Philadelphia 
Electric Company comprise only 
about 5 per cent of the washers and 
15 per cent of the ironegs, the remain- 
der going to some 800 dealers of all 
types operating in the Philadelphia 
metropolitan territory. And yet, the 
washer and ironer come in for their 
regular share of promotion and ad- 
vertising. 

“Roughly speaking”, Mr. Monty 
said, “There are three main reasons 
why the utility company cannot afford 
not to be doing an active promotional 
job on home laundry equipment. 

“We are all familiar with the fact 
that, from a pure load-building stand- 
point, washers and ironers don’t pro- 
vide an important addition to revenue. 
3ut we are all too prone to overlook 
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The WASHER 


the very important water heating load 
without which the washing machine 
may not be operated. Taken in con- 
junction, the washer, the ironer, the 
iron and the hot water necessary for, 
the washing process, home laundry 
equipment may be looked upon as any- 
thing but @egligible from a current 
consuming standpoint. 

“Putting it another way: the 306- 
000 Philadelphia Electric customers at 
present doing their laundry—or pat 
of it, at least—in the home represent 
in the aggregate, a good piece of bus- 
ness from a load standpoint. 

“Revenue is, however, not the 
main reason for this company’s washet 
and ironer promotion. The primary 
reason is service to the customer and 
the goodwill that service results in. 

“We must remember that the cus 
tomer never thinks in terms of loat- 
building or terms of maximum usé. 
The fact that the washer and ironef 
are low-use appliances, makes them 
doubly valuable in her eyes. They no 
only perform a hard, drudging job 
the home but do it cheaply and wel 
What more can the customer want! 
Eyery wash-day brings to her a reak 
izdtion of the benefits of electricity 
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' Want 


The utility companies should 
get a new slant.on the nec- 
essity for home laundry 


promotion, says 
AUSTIN MONTY 
Merchandise Manager, Philadelphia Electric Company 
in an interview with 


Laurence Wray 
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Austin Monty, Merchandise manager, Philadelphia Electric, expresses 
the viewpoint of the utility commercial executive on home laundry 


a more receptive frame of mind about 
additional appliances in the home. 
That’s where the washer and ironer 
fit in the utility promotional picture. 
In the same way, the vacuum cleaner 
is a missionary; it performs a hard, 
unwelcome task, day in and day out, 
and its measure of service in the home 
is, by the same token, the measure of 
the goodwill of the customer towards 
the company.” 

Apart from the revenue and service 
to the customer angles of washer- 
ironer promotion, Mr. Monty pointed 
out that still another important slant 
on the question had received virtually 
no attention. And here was a pri- 
marily utility company problem—the 
low-use or minimum bill customer. 
Fully one-third of the customers on 
the lines of Philadelphia Electric fall 
into this category—a situation very 
similar to that found in territories 
anywhere in the country. 

“When you begin to tackle the 
problem of the low-use customer—the 
kind of customer it costs us money 
to serve every month—” Mr. Monty 
said, “You come up first against the 
fact that these people are in the low- 
est income levels. Now it is no secret 
that the people with the lowest in- 
comes have, by far, the biggest fami- 
lies. That is a fact that the health 
authorities have had to contend with 
for years. For the purpose of this 
discussion, we will confine ourselves to 
the problem from a utility company 
standpoint. 

“Obviously, with low-income fami- 
lies where there are a lot of children, 
there is a considerable problem of 
laundry, of clean clothes. From the 
utility point of view, the addition of a 
washing machine to the low-income 
home would take them out of the mini- 
mum bill class. The only problem 
here is to make it possible for them to 
buy. To these people, the money avail- 
able for extras—even appliances like 
the refrigerator and the washer which 
would save them money every month 
—is almost out of the question. It is 
not a matter of $5 a month added to 
the family budget. Even $2°a month 
is about the limit these people can 
afford to go. There’s where we are 


stymied. We can’t set the terms or 
the prices of appliances sold—nor can 
we go into the business of producing 
a washer which people with such 
limited budgets can buy. 

“Just the same, it is one of the very 
definite reasons why we continue to 
promote washers and ironers. When 
national incomes fell drastically during 
the depression washers continued to 
be sold. And when the mass of the 
low-income families grasp the fact that 
the washer will save them money and 
time and effort doing the wash for 
their considerable progeny, the washer 
industry will get a boost and one of 
our headaches will be solved.” 

Public interest in washer and ironer 
demonstrations, conducted on the main 
floor of the Philadelphia Electric Com- 
pany, at the annual electric show 
staged by the Philadelphia Electrical 
Association and in dealers showrooms 
continues at a remarkable rate, in the 
opinion of Miss Clara Zillessen, ad- 
vertising manager of the utility. 

“We have been conducting these 
demonstrations for many years now”, 
Miss Zillessen said, “and, for some 
reason or other, an ironing machine 
demonstration will out-pull, in public 
interest, that of any other appliance. 

Miss Zillessen also corroborated Mr. 
Monty’s point about the goodwill value 
of laundry equipment. 

“Instead of thinking of laundry 
equipment as poor from a load-build- 
ing standpoint”, she said, “We should 
adopt a little more of the customer's 
point of view and be glad that they 
are not heavy current consuming de- 
vices. Every month a woman does 
four or five or six heavy washings 
and finds that it has added only a few 
cents to her electric bill, it does more 
to make her a friend!y customer than 
all the speeches in the world. After 
all, we are promoting the electric 
range and the water heater which are 
heavy current consumers and a good 
part of our advertising budget goes 
to this end; some thinking about the 
other appliances which, while not im- 
portant from a _ revenue-producing 
standpoint, do a worthwhile consistent 
job for the woman in the home, is 
definitely needed.” 
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A cloth or crepe paper covered box, with a sheet of 
transparent mirror on front. When the light is on the 
picture of the woman in washtub appears. When light 
is out the prospective buyer sees her own face only; 


the picture disappears. Flashing alternately every 
three seconds makes a tie-up with the caption— 
"Which is You?" 


wil! surely start 


“Which is You?” 


almost any woman, who washes and 


\TIONAL Washer and Ironer 
Week! wi and 
used space in newspapers and irons “as mother did,” to some very 
First, she sees that 


Manufacturers have 


serious thinking. 
bedraggled soul at the washtub; then 
she sees herself reflected in the trans- 


Nagazines, arranged radio programs— 
ind through the association also pro- 
vided you with a streamer and cards. 
\ll these will sell washers and iron- parent mirror, when the light goes 
ers, but not enough of them unless out. 

our window, the focal point of all \ good, but not quite so good, va- 
dvertising, stops and interests the riation of this idea is to place a 
il ! Se t ‘ Int “ : 

; Seine a eaide the washi: . ie 
greatest possible number of those who mirror alongside the washlady pic 
ass by daily. ture. ena 
pare herself with the picture. Borrow 


‘his enables the woman to com- 
Remember this: Every study of the 
question proves that Action in a win- 4 mirror about the same size as the 
photograph, and place them side by 
side—with the caption “Which is 
You?” over the two. 

While the drawings tell much of the 
detail of constructing these eye and in- 
genuine interest—the logical prelude terest catching Action displays, a few 
to any sale. further suggestions will be helpful. 
} The clothes line is so simple, that all 
we might add is that vou should use a 


dow stops from four to ten times 
more people than a merely beautiful 
but dumb Further, that 
\ction dramatised to emphasize the 


window. 


need of a product secures far more 


To help dealers cash in to the great- 
est extent, these three window eye and 


nterest catchers have been developed. small swivel and trunnion fan, find 
\ny one of the three may be used in 

the layout shown above. That is, with ii a o>. 
slight variations. u\e 


The billowing line of clothes in the 
show window layout opposite consti- 


tute not only an eye-catcher but the | 2 Y, 
dea ties up with the other thoughts of 

the Psat ye greater ease and com- NIDE FOUR 
fort which comes from washing and 0) 

ironing electrically. ya BBy 
The care-free lady riding her hobby 

the idea that a woman may 
ride her hobby ' 


Carries 
when she washes and 
irons with your washer and ironer. 
his idea was very successfully used 
y a department store to sell hobby 
items. Here we give it another slant. 
It does not hold attention in itself: 


1 


but it does catch the eye and pass 


attention to the selling features of 


the display. 





WINDOW) 


Washe Yeek| 


Here is a simple action window, with three 
variations of motion, you can build for the 


National Washer-Ironer Week, October 23-29 


out just which the best position on the 
platform and the direction of the 
breeze to give best results, then fasten 
the fan securely to the platform. The 
window-frame opening may be cut out 
of the sheet of beaver board, or made 
of strips placed crosswise to form the 
window-like effect shown in the pic- 
ture. 

The shadow box is built around the 
picture of the lady of the suds and a 
sheet of transparent mirror, both 
20x30 inches in size. For the rear, 
which is not shown in the diagram, a 
simple box 20x36x12 inches inside, is 
made. Paint the inside dull black, and 
place the woman at the rear. Then 
fasten it to the front frame, which 
should be about 30x45 inches, outside. 
The center opening will be 194x294 
inches, in order to lay the sheet of 
transparent mirror (20x30) over it 
and secure in firm position by picture- 
frame molding. Also cut holes in 
rear for ventilation. Cover the front 
and box preferably with felt or velvet- 
een. However, crepe paper will 
answer. But the covering should be 
dark in color, for contrast. In the 
top of the box place a lamp and 


WASH and IRON 


* 
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socket, wired in series with a flasher 
plug, timed to flash on and off ab 
every three seconds. 

If desired, the wattage of the lam 
may be low enough, in order that the 
onlooker actually sees both herselj 
(reflected in the mirror) and the wash 
woman at the same time. The game 
effect can be arranged by havi 








plenty of light from your regular light- 
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The pendulum effect of the rocking movemt 
on the other side, and the resiliency of 
spring, when wire "C" is drawn back and fo* 
give the hobby horse and its rider a natu? 
rocking motion, free from mechanical effec 


Blow-up this picture to 32 inches in height, @ 
out and mount as directed in text. It will net! 
touching up, or may be colored if desi 
Place thin, flat moulding around edge of be 
ground. Be sure to have a strong color < 
trast between moving part and background. 
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Here is a suggested window using a washer and ironer, animated clothesline, Associa- 
tion streamers, etc. The central picture, which also appears on the cover of this issue, 















































a may be obtained by writing ELECTRICAL MERCHANDISING, 330 West 42nd St., 
Bes, j New “York City. The enlargement is ‘21 x 33 inches... The price is 50 cents cash with 
7 / order. There will be no printing, type or masthead on the picture. 
Dy ee 
/ 
y — 
NY | 7 ? |i a dieu | 
Sf Ps i blow-up, to about 32 inches in height, In case there is a lack of balance, as 
VA VA ¢% is made of this horse and rider picture. the young lady’s weight is to the rear, 
vA 0 I Then cut and mark around for cutting add pieces of cardboard on the rear 
y) v4 \ out the cardboard, to which it is to be of the neck and shoulders of Mr. 
/ iP” mounted. Naturally, the picture will Horse. The wire is 3/32-inch bes- 
f y ] need touching up for strength. Or, semer rod, and sold by most hardware 
at amare ath iaauan baa , ; Y better yet, have an ais-brush artist stores. ciate 
ee Se ert — color it. The background is made Pendulum-gravity motor for hobby 





from a piece of three- or five-ply 


horse is by Gregory Motors, 59 EF, 


g moveme! ““s-Wooden frame with uprights veneer, with a thin 4-inch thick mold- 34th St., New York City, and costs $4. 
ency of tM ing around the edge for finish, and all Mention this article and you will re- 






=k and for 
er a natue 
nical effect 


To form the billowing clothes line 
scene, a framework is made, and cov- 
ered with beaverboard. The window 
sash is formed by cutting out, or by 
means of strips criss-crossed. Ure 
small adjustable fan, and when right 


ing on the mirror. A little experi- 
menting will be necessary; every win- 
dow will vary according to its lighting 
layout. For that matter, there are many 
variations of lighting practice which 
may be employed to join dramatic ef- 


painted dull black. 

About one inch up from the bottom, 
centered between ends, drill a 4-inch 
hole. Then set up the mechanism as 
shown in diagram. The nipple is the 
bearing through which wire “C” is 
bent and passed, then bent on the other 


ceive it with wire “A” in position. 
Also nipple bearing, nuts and wash- 
ers. Of course, any reciprocating 
motion may be used, if you have the 
mechanism which can be adjusted to a 
6 to 8-inch to-and-fro stroke. 

If you cannot obtain the sheet of 


height, ¢ ositi irecti e : : pig i ’ 3 
i vil nee: ayes Paap a — fects and accentuate the motion dis- side into a loop. This loop is forced 20x30 transparent mirror locally, it 
. , Secure tan m. : : ° ° . 
if desire : ; th samba es plays. into a cardboard pocket, as shown in can be had from the Biggs Mirror and 
if de Piece of 3/32-inch bessemer rod, bont : : : ad . se . ‘i 
ige of bat as shown, and fastened at both ends. _The hobby horse and its fair lady upper corner of diagram. The pocket Glass Co., 48 West 15th St, New 
3 color cet rider display is partly explained in is centrally positioned on the rear of York City, at a price of $15.00, 
kground. diagram and caption, but other details the moving member by means of glue, carefully packed for express shipment, 





ISING 


are necessary. First, a photostatic 
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and left under pressure over night. 


f.o.b. N. Y. 
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Bert W. Reynolds 


EDITORIAL NOTE 


The San Jose experiment in the selling of ironers 
is significant for a number of reasons. It is a con- 
structive effort on the part of the electrical in- 
dustry to solve a problem by the laboratory 
method. That something is wrong about the way 
we sell ironers is clear from the fact that we do 
not sell more of them. After several years of in- 
tensive promotion the actual number of ironers 
sold has increased, of course, but the ratio of 
ironers to washing machines sold has, in some ter- 
ritories, actually dropped over what it was a few 
years ago. The San Jose group of electrical 
dealers under the guidance of the Electric Appli- 
ance Society of Northern California, with the co- 
operation of manufacturers and power company, 
have set out to analyse what is wrong and to try 
to find the answer by testing out methods of 
selling within a limited area, applying principles 
which, if they work here, may suggest a policy for 
national adoption. They have sef out to demon- 
strate for one thing that higher prices with wider 
margins, part of which is definitely devoted to pro- 
motional work, is a justified step. In view of the 
epidemic of price cutting in some other fields, it 
is @ brave experiment. Its out should be 





watched with interest by every section of the 
country. 









HAT’s wrong with the ironing 
machine business? Practically 
everything, it seemed when 


that question was asked recently at a 
special meeting of some 12 manufac- 
turers and distributors called together 
by the Electric Appliance Society of 
Northern California to discuss the 
problem. Sheets were spread across 
a board 12 feet wide and 6 feet high 
with the question, “What’s the matter 
with the ironing machine business?” 
at the top. Numbers were written 
down on one side and the answers 
began to come. Each reason given was 
promptly written down. Soon every- 
one got into the spirit of action and 
it became a race to see who could 
think of the most things the matter 
with the ironer business. When we 
finished we had nearly 50 troubles! 

The culling and assorting process 
began. Of course, many of these an- 
swers were relatively unimportant and 
in the final analysis, these “50 things 
the matter with the ironing machine 
business” were boiled down to 4 basic, 
fundamental troubles. At the top of 
the list came the customer who thinks 
down deep in her heart that she can't 
use an ironing machine and do good 
work. And who’s to blame? 

I should like to venture the opinion 
that the blame should be placed on the 
distributor and the retailer for several 
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reasons. In the first place, prospective 
ironing machine customers have been 
“shirted” to death. The salesman, the 
demonstrator, and everyone else, have 
takked so much about shirts that a 
woman makes her decision as_ to 
whether she likes or dislikes an iron- 
ing machine, whether she feels that 
it is a satisfactory device or not, pri- 
marily upon her ability to iron shirts. 
No one has impressed upon her the 
fact that perhaps 80% of the average 
laundry consists of simple garments 
which can be ironed well without any 
great skill. 
on which, we must all agree, the iron- 
ing machine offers its greatest benefit 
to womankind. She can really save 
time and she will not question the fact 
that she can. There is no doubt in 
her mind about her ability to do it 
and she will quickly convince: herself 
that the work is interesting, restful, 
and in many cases, almost fascinating. 
Have we capitalized on this fact? No. 
Instead, we have been arguing with 
our customers—one of the worst 
breaches of good salesmanship. 
Demonstrators try to convince wom- 
en that they can do all of their laun- 
dry, and since it seems that the average 
woman considers a shirt a hard thing 
0 iron, everybody has started to con- 


vince the woman that she must iron 
shirts, 






It is this type of laundry 
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So shirts it is, and the demonstrator 
turns them and pulls them, twists them 
and shoves them, and the customer 
finally decides that, since she is a 
housewife and not a mechanic, ironing 
shirts is al! right for the demonstrator 
but not for her! 

While the demonstrator is busy go- 
ing through this process, a group soon 
gathers. This is especially true in de- 
partment stores that have a large 
traffic. Each time a new “looker-on- 
er’ comes along, the demonstrator 
starts all over again with the result 
that she makes so little headway that 
people in the front row lose interest, 
while the people in the back row feel 
it is a lot of trouble and they can iron 
more quickly by hand. Sheets seem to 
be another item that everyone insists 
women must iron, despite the fact that 
the average housewife does not want 
to launder such bulky articles at home. 

Many women have arrived at their 
opinion that they cannot do a good 
job on an ironer and save time because 
of the fact that there has been a ten- 
dency for stores to do their teaching 
right on the sales floor instead of giv- 
ing instruction in the home. This 
practice has permitted prospective cus- 
tomers to listen to the complaints and 
misgivings of ironing machine users 
who have never been taught to iron 
properly. These prospects hear the 


demonstrator give the woman who 
bought an ironer last month instruc- 
tion on how to iron a child’s dress 
which she has brought in, and hear 
the user say, “Yes, I have tried that, 
but I cannot do it.” The demonstrator 
shows how easy it is but the user in- 
sists that she has tried it that way and 


REYNOLDS 


. eo ° . 
Promotional Director, Electric Appli- 
ance Society of Northern California 
and Manager, Dealer Sales Promo- 


tion, Pacific Gas and Electric Company. 





cannot do it, and the prospective cus- 


tomer standing by decides that the 
user is right and the demonstrator is 
simply trying to make something 
“Stick.” 

All of this reasoning, which came 
out from time to time in committee 
discussions, pointed to two things— 
First, that it is wrong to teach people 
to iron in the store. A woman should 
be taught to iron in her own home, 
on the ironer she has purchased, and 
the person teaching her should be a 
teacher, not a salesman or a demon- 
strator. Secondly, that in buying an 
ironing machine, a woman will get the 
finest dollar value that she ever in- 
vested in her life if she never uses it 
to iron a shirt or a sheet or a fancy, 
frilly garment. 

The next major difficulty standing 
in the way of ironing machine sales 
was thought by the committee to be 
due to the fact that the salesman 
thinks it takes too much time to sell 
an ironer compared with the selling 
of other appliances. Even after the 
sale is made, he is often expected to 
give the woman instructions in her 
home, all of which takes time far out 
of proportion to his commissions. 

The dealer and the factory distribu- 
tor presented the other two major 
problems, of the four fundamental 
troubles together with remedies for 
each, as suggested by the committee :— 

(See table below) 





EXISTING STATUS 
Customer: Thinks she can’t use it 
and do good work. 


Salesman: Feels it takes too much 
time compared with the 
sale of other appliances. 


Dealer: Convinced it is too costly to 
sell—with existing margin. 


Factory 

Distributor: Has been thinking 
about washers prima- 
rily—has taken the 


“easy way” on iron- 


ers. 





SUGGESTED REMEDIES 


Teach purchaser to use ironer by 
giving ironing lessons in the home. 


Relieve salesman of all responsi- 
bility after sale is made especially 
with respect to instruction in the use 
of the ironer. 


Enable dealer to teach purchasers to 
iron without having to pay out of 
his existing margin. 


Distributors set up a program which 
will make the above enumerated 
remedies possible from the stand- 
point of the customer, salesman and 
dealer. Police the execution of the 
plan; try it out in one community as 
a test program. 








(Please turn to page 3) nt 






























In Selling Washers and \roners 


Gmeemb 


ALL PROSPEC 
DON’T DROP 


Both replacements and new 
sales require that we go 
back to cold canvass, tele- 


phone leads, and home 


demonstrations, say leading 


washer salesmen 


ELL ZASTROW, whom the 
menage of my friend Hal 
Hoard maintains as the boss 
of the place, told me last week as | 
sneaked away from my hostess into 
the kitchen, that she wanted a new 
ironer. So back to Hal and his spark- 
ling wife, Betty, who won her spurs 
as a buyer for a department store in 
an important trading area. Said 
Betty, “Nell says she needs either a 
raise or a new ironer, or she'll quit. 
She likes to iron the baby’s stuff, but 
why so laboriously?” Said Hal, 
“Chrismus, Jerry, I’ve got to keep this 
gal on deck. What’s the best ironer 
to own?” Said I: “What washer 
have you got?’—knowing he had the 
vintage of 1928, that wheezed. “Bet- 
ter buy both and really modernize your 
laundry. Nell is getting pretty dis 
gusted doing things the hard way. 
She'll get out or have a raise, or 
get new equipment. Smarter to buy 
her the equipment, don’t you think ?” 
So down he went and bought the 
best washer and ironer he could find, 
ind there is peace in the Hoard house- 
hold. Multiply that over the face of 
our American map, wherever the 
family washing is done, and recognize 
that at least three of each ten house- 
holds need laundry equipment 


replacement in case of washers, new 
in terms of ironers. They’ve needed, 
and we are the educators who caf 
show them the better way around the 
most arduous of household tasks. So 
let’s dust out of it and really go to 
work in “National Washer-Ironet 
Week” this fall. But, why wait unt 
then? Let’s put our foot on our seli- 
starters right now. 

Personally, I’d rather sell washers 
this fall... giving laundry equipment 
the push that has been neglected . .- 
than almost any other type of mer- 
chandise. There’s a challenge to theif 
selling that is intriguing. With better 
times and with money in momentum 


everything from fur coats to automo 


biles will get a commanding share 
the public buying dollar. As long asth 
old washer goes through its motion 
left to their own purchasing devices 
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Theie are products that must again be sold at the front door. 


im Pragner, veteran washer salesman, is right when he says, 


In trying to make it easy, we've made it hard. They resist buy- 


ng a utility when there is so much else they want. We can't 


ely on prospects dropping in, unless their. washers won't 


vyheeze anymore. They go somewhere else and exhaust their 


bility to buy. But, damn it, they need a new washer and they 


eed a new ironer... it is up to us to convince them. They 


ave postponed replacement of washers so long, they worry 


ith each wash whether the contraption will hold up or not. 


Vhen they can get their hands on the new: on wash day, in 


omparison with the old washing jallopy, they'll say yes.” 


the homemakers will be more magneti- 
cally interested in something else. 
But... 

There are nearly 30,000,000 families 
in the United States, of which better 
than 22,000,000, are electrically serv- 
iced; and of which 13,000,000 own 
washers; of which 60 per cent are 
probably more than ten years old. 
Seems like there is a lot of “of which- 
ing” going on, but it establishes the 
lact that there is a market for around 
/,000,000 washers, and with a buying 
intent of close to 25 per cent, expressed 
in interviews with thousands of women 
country-wide this year, close to 1,750,- 
WW washers can be sold by year-out, 
we really lay our hands to the sales 
plow, and in spite of all other competi- 
tion for the consumer dollar that has 
been awakened by the brighter outlook 
lor the fall and winter season. 


Focused to a village, city, or a resi- 
dential block, careful calculation indi- 
cates that there are three of each ten 
families who need, and want a new 
washer. There are five of each ten 
families who need, but do not know the 
advantages of a new ironer. That 
gives us a selling horizon that is better 
than the ebullient days of 1925. And 
the industry, through the impetus of 
National Washer-Ironer Week, is col- 
laborating to make it easier than ever 
for us to sell. The job is up to us! 

It is more than a mere electrical sell- 
ing job, let me interpolate, because the 
farm market is healthier from a buy- 
ing power standpoint than it has been 
for years, and this has sustained a 
profitable volume differential for deal- 
ers in many locations through gas 
engined jobs. There is the same ratio 
of sales possibility there this fall— 
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even more so, perhaps, because the 
farm wife doesn’t go in for a variety 
of electrical equipment until she knows 
that her basic home management 
equipment is thoroughly taken care of. 
And she appreciates the labor saving 
of washers and ironers more than the 
urban homemaker. The further exten- 
sion of rural electrification is making 
it possible for the farm wife to find 
greater surcease from care in the pos- 
session of modernized laundry equip- 
ment. Boys, from any angle we view 
it, we can go to town this fall selling 
washer and ironer. You can’t call 
me a fool until you try it. 

Had an interesting talk with Mrs. 
Cushing the other day—one of those 
fair, fine women who know the advan- 
tages of home laundry and has a mess 
of it to do each week. She said, “You 
can take away all other electrical 


By 
GERALD E. 
STEDMAN 


equipment, but don’t touch my washer 
and ironer, because they answer the 
toughest homemaking chore I have.” 
Sure, other electrical appliances have 
social, entertainment, show-off ap- 
peals; but a woman wants to get her 
work done fast . . . the utility of a 
modern washer and ironer appeals 
most when properly and particularly 
presented. Being, however, a utility 
product, and having so many other de- 
sires, she tends to resist replacement 
of washer or initial ownership of 
ironer until we, as sales educators, 
persuade her. There isn’t a lot of 
store traffic voluntarily developed by 
advertising for laundry equipment. It 
is up to us to go out and sell behind 
the barrage of acceptance with which 
consumer advertising and direct mail 
will have prefaced our fall selling 
opportunity, particularly energetic be- 
cause of this National Washer-Ironer 
Week campaign—but, shucks! Let’s 
not wait for that week to arrive. The 
time is now! 

Possible error: Our merchants may 
be discouraged by the fact that there 
was a 43 per cent drop in washer 
volume for the first six months of 


+ 1938. They may not stock or program 


us right for an energetic sales attack 
this fall. They may fail to recognize 
that just because demand has coasted, 
our selling opportunity is greater dur- 
ing the months ahead—those particu- 
lar months when there.is more to wash 
and iron, and when the housewife most 
keenly feels the laboriousness of the 
laundering chore. They may not want 
to put on the heat, but they should, and 
they had better, this fall. The very 
fact that so little has been sold indi- 
cates. that much can be more profitably 
retailed if: we give this washer-ironer 
situation the gun; starting now. But 
we must go out after customers, like 
we did in the old days. Customers 
are not going to drift voluntarily in to 
the store. When they do, it will be to 
buy the attraction of some senseless 
price appeal—a danger too often ex- 
perienced, to our regret, of selling to 
a replacement market on the basis 
farthest removed from their considera- 
tion, if we would only explore it. 
We've got the when and the what of 
this washer opportunity thoroughly 
intoned. But how and where shall we 
sell washers and ironers this fall? 
Dismiss the latter quickly. Surveys I 
have made indicate that one of each 
two women are interested in either a 
washer replacement or a new ironer. 
A flash about ironers: The average 
woman knows her ironing task is the 
most monotonous of homemaking 
(Please turn to page 80) 
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An old Royal vacuum cleaner sales- 
man, E. F, Barnett, pres., opened his 
business in 1913 


O the man who scuds across the 
country in air conditioned Pull- 


$1.50 


and tosses 


man trains, who eats 
meals, smokes 25¢ cigars, 
out $3.50 a day for hotel rooms, the 
situation in the washing machine busi- 
ness today doesn’t make sense. 

Here are the finest machinés ever 
produced being offered at low prices, 
without anybody getting killed in the 
rush for them. Here are dealers from 
coast to coast, whose basements are 
stuffed with trade-ins. Obviously, there 
is a corncob crisscrossed somewhere 
along the line, which is holding every- 
thing up. 

It takes a man like E. F. Barnett of 
Cedar Rapids, Lowa, who got his start 
in 1913, to see what it is all about. 

When Mr. Barnett opened his doors 
in 1913, the Hotel in Chi- 
cago advertised a “room and a bath 
for a dollar and a half.” Six course 
dinners with wine were 75¢. 
rant meals were Stenographers 
got $12 a week, and families were 
raised on $15 to $25 a week salaries. 

Mr. is tuned to 
the grass has that 
again things have been deflated to the 
1913 level—in some places. He knows 
that families again are living on $15 
to $25 a week that 
again punch keyboards for $12 a week, 
that houses again rent for $5 to $12 
a month. He has seen the hamburger 
stand become the man’s restau- 
rant because the more elaborate eating 
house stuck to 50 to 60¢ prices. He 
has seen Woolworth become his hard- 
ware has observed how 
foreclosures shaken out owners 


Morrison 


Restau- 


25¢. 


Barnett, whose ear 


roots, observed 


stenos 


salaries, 


poor 


store. He 
have 
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The trade-in arrives looking like this. 
Without rebuilding or fixing up, it 
couldn't be sold. 



















of homes and farms until there is a 
greater class of poor than were dream- 
ed of in 1913. All of this is very 
surprising to that group whose in- 
come fortunately remains at hailing 
distance to the 1920-30 levels. 

sriefly, Mr. Barnett and his broth- 
ers have goné into the business of re- 
building trade-in washers and selling 
them at prices within reach of the 
chap who is trying to feed a family on 
a $15 to $25 a week job. 

“IT recently moved a new machine 
for $90,” he told Electrical Merchan- 
dising. “We fixed up the trade-in and 
got $49 for it, again taking a trade, 
which we rebuilt and sold for $12. 
We had a profit on every transaction.” 

Suppose you go into Barnett’s to buy 
a washer. Before a price is quoted to 
you, E. F., George C., J. A. or Joe 
Stephan, who has been with the firm 
22 years, will know what you are 
offering as a trade-in. For so much 
money plus your old machine you get 
the new washer of your dreams. It’s 
as simple as that. 

They will calculate that an old 
wooden machine is worth a $2 allow- 
ance, a 10 year old copper outfit $5, a 
7 year old porcelain model $10, and a 
3 year old washer $15. This, of course, 
is a base price, and depends on what 
you intend to buy. Prices are tilted 
and another on trade-ins, 
depending on your ultimate choice: 


one way 


ebuild NWNashers tik 


This old 


TOP RIG 
they 






$15 a WN eel 


Barnetts of Cedar Rapids, Iowa, Shows Wolo 7 


This is merely common sense, as the 
dealer and not the distributor or manu- 
facturer has to take it on the chin 
with the trade-in. Why should he 
give away all his profit? Barnetts 
figure to make $25 on each deal, and 
feel there is no sense in swapping 
dollars. 

So you are quoted a price which 
permits the house to absorb your old 
machine. In the course of the con- 
versation you hear that a fellow can 
buy a washer at Barnetts from the 
same fellow who sold his daddy. You 
get a chance to see the magnificent 
service department, and learn that an 
intangible factor — reliability — enters 
into your purchase. It isn’t the price 
tag, it’s what that machine is going to 
do for you that counts—and Barnetts 
are equipped to see that it does. 

When your old washer comes into 
the service department of Barnetts, it 
costs, on the average, $3 to put the 
wringer in shape, $3 for motor re- 
pairs, maybe $3 for painting up. Re- 
moving old paint is expensive, inci- 





$39 model 
No trade-in 
allowance 


$49 model 
Base price 
offered on 

trade-in 


$59 model 
Ditto 


$69 model $79 model $89 model 


Allowance Ditto Allowance 
tilted tilted 
50 to 100% 100 to 150% 





dently. So the amount runs altogethe: 


from $7 to $8. You were allowed $I 
Barnetts put in $7—a total investmer! 
for the house of $17. 

That machine should sell for S$ 
which is as good a gross profit. The 
rebuilt is clean and painted, and it 
good working order. Some poor famil 
struggling to keep alive on $15 a wee 
will get years of service out of it. 

That old jallopy wouldn’t be mer 
chantable without rebuilding. It take 
dolling up to make it move, pli 
the firm’s guarantee that it will work 
Barnetts do 40 per cent of their vo: 
ume with the rebuilt trade and it 5 
profitable business. 

By-product of the rebuilding bus 
ness is a lot of service work, as wor 
gets around that you have a completely 


equipped department. Cold canvassing & 


is eliminated, as people coming in 
look over bargains permit all sales ! 
be made on work or user leads. Abort 
15 per cent of the gas engine mode! 
are sold in this fashion, and it is est: 
mated that today fully half of Barnett 
trade comes from outside of Cedi 
Rapids. 

The firm’s veteran salesmen 2 
great assets in attracting trade. Know 
ing people is what counts in ti 
washer business, Mr. Barnett feel 
The constant shuffling of salespeopl 
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This old jallopy, cleaned up and repaired, will sell An old porcelain tub washer, in good condition 
for around $11 will bring up $30 















TOP RIGHT—When higher income folks come in, RIGHT—One of the byproducts of rebuilding is the 
they are shown only new washing machines amount of service it attracts. Barnetts carry one 
of the largest stocks of wringer rolls and belts in 

Cedar Rapids 
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— § in chain stores is their greatest weak- 
wed 9! ness, he says. - , 
ivestinel Barnetts carries its own paper, at 7 Move te where os anchines gh 
‘ in good mechanical condition. The 
a per cent. _Always a down payment ot shop is about 20 by 25 feet square 
ior W at least $5 is obtained, and the pay off 
ofit. The ; Tuns from a year to a year and a half. 
1 and "® “With the upper classes about 
or Lami saturated with washers, the trick is 
2 a wei to get them to turn them in,” Mr. Bar- 
t of it. nett told Electrical Merchandising. 
be mer “The break comes when some trouble 
It take occurs. Women are notorious about 
ve, Pith failing to shift gears completely, and 
vill work} when a wringer won’t reverse or is a 
heir vo nuisance, in it is sent. You can frame 
and it} a selling story on the cost of rebuild- 
ing that wringer which will cause the 
ing bus: prospect to think of buying a new 
as wort machine. 
omplete' Mr. Barnett handles two lines of 
invassilf — washers, Speed Queen and: Dexter. 
ing i" He has two suggestions to pass on to 
| sales t manufacturers: 1. That they cease 
Is. Abott quoting prices in their advertising, or 
e mode ¥B quote price ranges such as $59 to $69, Grandpa Peter Barnett, 
it ise to allow for freight and trade-ins. over 90, helps by paint- 
Barnet Even in trade papers, he declares, defi- ing trade-in machines. 








This old hand powered 
model will bring $2 
to $3 






of Cedi nite prices are a hardship on the man 
who has to pay freight and jockey 










men af with trades. 2. Mr. Barnett believes 
e. Know that gas engine territory should be 
5 in tm Proportioned separately from electric 
ett tees territory, that more of it should be 
lespeop* HH given the dealer. 
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ONEONTA, ALA. 


Al Bains 


ELLING machines to 
rural whom 
have never seen one in operation, 
is a specialty with Al Bains, proprietor 


washing 


women, some of 


of the Bains Electric Company, 
Oneonta, Ala. He sold 80 washers in 
1937, 


Bains specializes in farm sales be- 
cause than 200 miles of rural 
lines have been built in the county by 
the Alabama Power Company in the 
last year or so, opening up new sales 


more 


opportunities for washers as well as 


other electric appliances. But even 
before this he was selling gasoline- 


operated washers in the country with 
good success. 

Since the washing machine is a com- 
paratively new appliance in the county, 
it takes demonstrations and more dem- 
onstrations to sell them according to 


Bains. Women have to be convinced 
that the new fangled machine is as 
good (not better) than the old rub- 


board method which included the appli- 


cation of plenty of soap, water and 


elbow grease. 

“So my plan is to take the machine 
out and do the family wash. The lady 
of the house can invite her friends in 
if she they anyhow to 
witness the operation. Most of these 
women do their own washing, 


desires, come 
rather 
than send it to the laundry or employ 
a washer woman, so they are interested 
in the labor saving feature as well as 
ibility of the machine to do the job. I 
pet the where 


demonstrations are held, which is proof 


sell 75 cent of homes 


that ‘to show ’em is to sell ’em’! 

“The words of a neighbor present at 
one of these demonstrations is indica- 
tive that farm women want proof of 


the pudding. She said, ‘If that ma- 
chine will clean my husband’s old, 
greasy overalls, I will buy it.’ I took 


a machine over to her house next and 
cleaned the overalls perfectly. I also 
convinced her that the machine would 
on the 
it the legs, 
but from constant scrubbing on a rub- 


be easier overalls which wear 


out not from normal wear, 
board. She agreed that this was true 
and made good on her word by buying 
the washer. 


The rural women have big wash- 








gets ready to make a call 


including many heavy work 
clothes that really do test the mettle 
ot any washing machine. But the me- 
chanical washer will do the work as 
demonstrated time and time again and 
takes the blueness out of blue Monday 
for rural women who own one. 


ings 


“Where it is not expedient to close 
a deal after a demonstration I some- 
times leave the machine at the house 
a week or so and let the woman try it 
out The chances are she will 
sell herself on it. Some of them even 
come to the store and make the pur- 
chase before we get back out. 


alone. 


“We have noticed that our washer 
sales are pretty well bunched out in 
the country. A farmer’s wife buys one 
and some of her neighbors soon do 
likewise. So it might be said that the 
washing machine itself makes the first 
sale and then the owner of it accounts 
for other sales.” 

Bains specializes in a leading qual- 
ity make of machine (Maytag) and 
last year his average sale was $149.50, 
which shows that he sells only a few 
ot the price leaders. “I have to live 
with these people, continue to sell them 
” explained Mr. Bains as 
one reason why he wants them to have 
only a first class washer. He is not 
like the old time sewing machine sales- 
men who made the sale, collected the 
money and went on to greener fields. 

Bains maintains a complete service 
department for all types of appliances. 


other things, 


A few times he has serviced washing 
machines free of charge after the war- 
ranty period He 
striving for customer satisfaction. 

Somewhat of a running demonstra- 
tion of both and ironers is 
carried on at the store, where a good 
many customers come to pay their bills 
or to look at other appliances. His 
wife does her own washing and ironing 
at the store. Almost a linen closet full 
of laundered garments is kept on hand 
as proof of what the washer and ironer 
will do. 

Bains reports only one washer and 


had expired. was 


washers 


one refrigerator repossession since 
1934. He strives for a 15 to 25 per 
cent down payment but will accept 


as little as 10 per cent. 






VANCOUVER, B. 


IRON A SHIAT : 


“a” 





When Canada celebrated its Home Laundry Week recently the B.C. Electric stopped Goerk's 
Vancouver crowds by this window display of a man operating an ironing machine blind. of home 
fold. Safety, ease of operation and excellent results were all demonstrated by this motions 

action window. equipmé 
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ATOKA, OKLA. 



































UCH of 
buying of 
washing machines has been due to 


the bolt holes in the frame of the 
washer and reminding him that it 1s 
easy to change over a machine to 


delay in farm 
gasoline powered 


the 


a misunderstanding. With so much _ take a motor—just in case the farm came 
propaganda about REA power lines electricity dream ever comes true. Wash 
reaching out into every community, Meanwhile, he can have the con- Price 
rural people have feared to buy gaso- venience of it. Ady 


line operated machines, lest they be- Proof of how this can be done is Count 
come obsolete. brought forth by Zweigel’s, which Price 

For a dealer to tell a farmer that sold two and one-half cars of washers $50 ty 
much of the rural highline talk is —mostly gasoline—out in the town washe 
myth, and will never take place, is of Atoka, Oklahoma, population Mr 
bad strategy in the opinion of 1,856. On all sides were howls that to the 
limmy Roos, sales manager for the 5c cotton had knocked farm purchas- her ¢ 
Electric Supply Company, New Or- ing power out cold, that highline to vo 
leans. “It gets you into a political propaganda had stopped gasoline en- Count 
discussion,” he says. “Much smarter gine buying in its tracks. However, sendit 
is the plan of showing the farmer the “bolt hole” story did the trick. very 
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‘ELIZABETH, N. J. 















equipment. 



































Goerk's Department Store in Elizabeth, N. J., recently livened up their window display 

of home laundry equipment (G-E) with a “mechanical man" who went through the old 

motions of washing and ironing like a tired housewife and then did the job on electrical 

He looked as though he were run by clockwork but he was a real person, 
drafted for the part and his performance drew crowds. 


»1tWasher Week 
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PRICE, UTAH 








NEARTHING of this 
eight year old ABC 
came about as a result of an Old 
Washer Contest sponsored -by the 
Price Trading Company, Price, Utah. 
_ Advertisements in the “Emery 
Younty Progress” stated that the 
Price Trading Company would pay 
$0 trade in allowance for the oldest 
washer in Carbon or Emery counties. 
Mrs. A, A, Van Buren, in writing 
‘0 the Price Trading Company about 
ter old washer stated, “In answer 
‘0 your advertisement in the ‘Emery 
County Progress’ of last week, I am 
‘ending my entry description of a 
very old washing machine of mine. 


twenty- 
Washer 
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“It is an ABC Electric Washing 
Machine, patented August 23, 1910, 
by Altorfer Bros. Company, Peoria. 

“T have used the washer for at 
least twenty-five years, I cannot re- 
call the exact date of purchase, but 
my husband bought it when my fam- 
ily was young. 

“There were nine children, my hus- 
band and myself. I have used the 
washer every week since I got it; 
sometimes more than once a week. 
It is still being used and does good 
work in cleaning children’s clothes 
as well as much heavier laundry. It 
washes blankets, quilts, rugs, etc., as 
well as it ever did.” 


OGDEN, UTAH 


¢ 


hectRg CO 


ns 
TRAILER STORE 
wn 
SAVE YOU 


NEW type of trailer has been 

devised and put into use by Fred 
Schoss of the Schoss Electric Com- 
pany of Ogden, Utah. This is his 
“trailer store,” a box-like, storage-van 
type of vehicle which operates as a 
trailer behind one of the company’s 
regular trucks and is used, just as its 
name implies, as a traveling store. 

Soth truck and trailer are finished 
in white and are covered with sales 
message in large and legible print in 
red. When traveling the doors are 
closed and the whole presents a work- 
manlike streamlined appearance. In 
use as a store, the doors fold inward, 
revealing the merchandise. It will be 
noted that the lower portion of each 
door is arranged to drop, forming a 
step for customers to use in entering 
the trailer for inspection of the mer- 
chandise. The center panel can also 
be removed at will, revealing the en- 
tire interior as an exhibit space at 
fairs and displays. 

The trailer is equipped with a sound 
system which is most effective for ex- 
hibit purposes. The back of the car is 
cleverly painted, telling a complete 
sales story. 


The Schoss boys and their trailer 











Carried by the trailer at the time 
the picture was taken were: a Hot- 
point refrigerator and range, a May- 
tag washer, an Ironrite ironer, two 
Royal vacuum cleaners and two Spar- 
ton radios. 

The trailer has been most successful 
as a merchandising medium. H. D. 
Sparrow, formerly in charge of one of 
the Schoss stores (they maintain 
branches in Brigham, Tremonton, Lay- 
ton and Malad, Idaho) is in charge 
of the trailer, which is operated, as 
its name suggests, as a traveling store. 
Mr. Sparrow has said that he can do 
twice as much business with the 
trailer as he could through a small 
store outlet. The trailer covers five 
full counties in its operations and is 
also used to great advantage at fairs, 
Fish and Game outings and exhibits. 
At these various events the announcing 
and awarding of prizes is made over 
the trailer’s loudspeaker system. The 
crew in charge have adopted a slogan 
to the effect that the trailer is never 
put in the garage without having 
turned in a contract for each day. So 
far this has never failed—in fact they 
are way ahead of their bogie. 


(Please turn to following page) 


LOS ANGELES, CAL. 


Mes Fi 





Los Angeles dealers study cooking and laundry methods in the new Westinghouse model 
kitchen and model laundry. C. H. Kaufman is presiding over the session. 
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ZONE 
for Washuability 


for Sanitation 


% FIRST in APPEARANCE 


graceful lines 


with clean-cut, 
i extra smooth finish on all 
castings . .. . . deep-lustre porcelain and enamel 
finishes ..... and the absence of unnecessary bulk. 


% FIRST in WASH-ABILITY . . with rhythmic, 
long-stroke agitation , oversize 23” tubs on 
most models ..... the exclusive new Kleenette for 
baby’s diapers and other mid-week washings, for 
sterilizing sick-room garments, for tinting and dyeing 
and for dry-cleaning. 


% FIRST in ECONOMY ..... with low first cost, 
minimum maintenance expense and maximum life of 
useful service ..... and the exclusive Economizer 


to provide true-soft water for cleaner, whiter washings 
in 1/3 less time with 50% to 90% saving in soap. 
% FIRST io SANITATION..... with KleenZONING 
at ee a which makes it easy to keep the entire 
interior of the washer—under and up inside the 
agitator—spotlessly clean and hygienic, free from 
mucky accumulations of germ-laden sediment. 


% FIRST in BUY-APPEAL . because of these 


important Plus Features. Get the detailed profit-facts 
about Horton, without obligation. Write now. 


HORTON MANUFACTURING CO. 
FORT WAYNE, INDIANA 





Finest Every Way 


HORTON 


‘SAN DIEGO, CAL. 
First Every Time Bee te 








Econo i733 
for thrift 
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Customers pay 25 cents admission to this laundry school 


LAUNDRY school in a corner 
A of the electrical department to 
which customers pay twenty-five cents 
admission—that is an achievement for 
which F. M. Pitt, manager of the elec- 
trical department of Walker’s, San 
Diego store is responsible. The quar- 
ter admission payment, to be sure, goes 
into a club treasury and the guests 
who pay it get fully a twenty-five 
cents worth return in the form of a 
coupon exchangeable for soap chips, 
but the interest which is shown dur- 
ing the program is genuine and di- 
rected toward the learning of better 
washing and ironing methods in the 
home. 

The store has a complete laundry 
set-up in the corner of the electrical 
department, large enough to accommo- 
date an attendance of from twenty-five 
to fifty. This laundry is properly wired 
and served with water and is outfitted 
with every variety of home laundry 
convenience, including more than one 
make of washers. In addition to the 
more usual types the store also demon- 
strates tray washers for those whose 
homes or apartments are not large 
enough to accommodate a _ separate 
machine. This complete installation 
makes store selling of washing equip- 
ment easy. There is no excuse or nec- 
essity for asking for a home demon- 
stration, as the customer is enabled 


| to see just how equipment looks and 


performs under conditions of actual 
use. 
Always present in the department 


| also is a demonstrator and saleswoman, 


whose services are available for fol- 
low up work and floor contacts. She 
it is who books women’s clubs for 
the laundry schools, which have now 
become a popular and widely accepted 
form of club activity. The manufac- 
turer of washing equipment supplies 
the demonstrator who directs the 
school, and also supplies the soap which 
is given later upon presentation of 
coupons at any store carrying this 
commodity. The clubs book their 
membership for a given afternoon and 
promise a minimum attendance. The 
charge of 25 cents each goes to the 
club treasury and the members are 


given soap coupons in exchange for 
cards filled out with name and address, 
About two programs are booked per 
week throughout the spring and sum- 
mer season, attendance averaging 35 a 
each session. 

No effort is made to sell equipment 
during such a class, nor are the cards 
used for any program of general 
follow-up. Mr. Pitt feels that it would 
be a mistake to intrude the commer- 
cial angle too sharply into such events. 
However, experience has shown that 
there are always individuals in each 
group who show such specific interest 
in the equipment used that they be- 
come natural prospects. 

Both washing equipment and ironer 
are demonstrated at each talk as wel 
as other problems of laundry day 
which are of interest to the housewiie 
who handles her own wash. Every 
effort is made to draw the audience 
into the program. Uusually someone 
is called up from the floor to operate 
the ironer. And if others are inter- 
este@ in trying their hand, which is 
frequently the case, they are of course 
ie Se to do so. The depart- 
me ‘four salesmen have all been 
taught to operate the ironing machine 
with skill and ease, so that they also 
may be called upon to iron. The fact 
that a man can handle an apparently 
complicated piece of work such as the 
ironing of a shirt or a child’s dress wil 
frequently impress the women with the 
simplicity of the task. Contrariwise, 
any awkwardness on the part of the 
salesman in handling the equipment 
would be highly prejudicial. 

The store also has a model kitchen 
and dinette of original design which 
is on occasion used for cooking schools 
and demonstrations of all household 
equipment. In summer cold cookery 
classes are popular. Attention has beet 
paid here to coordinating other serv- 
ices of the kitchen with the electrical 
installation, with such success that 
more than once customers who are 
contemplating building have brought 
up their architects to view the possi 
bilities. Of particular interest is 4 
curving counter which separates range 
and dinette. 
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Washing Machine Dealers: 


Here Is Your Guide to More Sales 
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: The answer is — 
‘on the farm homes in your trading area. BRIGGS & STRATTON 


1 bes GASOLINE 
machine 
ong And 5 out of 6 of farm power washer sales 


The fact 




















sani will be gasoline powered models — and the 

h as the . : . Farmers know Briggs & Stratton Gasoline 
sheen sales will come faster and easier if the mOd- _— Motors—accept them as their guide when 
with the : purchasing any small gasoline powered 
-ariwise, . els you sell are powered by Briggs & Stratton. equipment, tools, or home appliances. Overa 
t of the million in farm use testify to their depend- 
juipment M/, ability — their economy — their durability. 


bint +f 
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<itchen 
i LASHER Ano 
weer 


Be sure to take advantage of the added interest and publicity during National Washer 
and Ironer Week, October 23-29. Be sure to have gas powered washer models on the 
floor for demonstration. Invite all your farm prospects to your store during this week. 
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First the washing speed was considered. 


Lined up were 
the 1925 model, a 1938 wringer type and a 1938 spinner. 


race. 


Because washing speed cannot be photographed, the 
contest between the three machines was arranged like a 
Lo and behold! the 1938 washers arrived at the 


finish line a third faster. 


Splashing. Old machines do get your tummy wet if 
you get too close when running. 


annoying. 





Basement Coomparison “Lests 


Even 


run, they are obsolete, 


though they still 


housewives can be shown 


By 


Will Root out the 


OLD WASHERS 


TOM F. BLACKBURN 





N the days when Calvin Coolidge 
was still the sun king your Uncle 
Fuller purchased a 
chine. Thirteen 


washing ma- 


years ago. Long 


he started 


faith in electrical appliances. 


before promulgating the 
Back in 
the days when’ he was writing such 
advertisements as “when mother’s 
milk is halted, use Horlick’s milk, it’s 
malted,” and the like. 

So you can see he was a typical 


wet-behind-the-ears prospect when he 


shelled out his 165 bones and had a 


shiny copper washer moved into the 
basement. At once the laundry bill 
dropped from $3 a week to less than 
$1. In the 650 weeks that have 
passed—not counting vacations—since 
1925, that machine has saved $1,300 
for the Swiss Family Blackburn, and 
given them mountains of snowy, fresh 
clothes. 

Scotchmen, as you know, believe in 
getting the last ounce of value out of 
their that 
been kept busy all its thirteen years. 


bargain, so washer has 


A couple of new wringer rolls, 
wooden bearings, a baked out motor 
aiter a flood, and it chugs on today. 
As a scribbler for Electrical Mer- 
chandising, your correspondent has 
seen thousands of new, shining ma- 
chines, but somehow has never taken 
them personally. Didn’t the old 
washer work? It took a man like 
E. M. Stevens, regional manager for 
Maytag in Kansas City to jerk him 
from his aplomb. “The basements of 
this country are full of antiquated 


washing machines that came out of the 
ark,” quoth Mr. Stevens. “Those 
owners are fooled by the fact that 
they still run. If they could make 
side by side comparisons with 1938 
models, they would find them as obso- 
lete as automobiles without wind- 
shields, bumpers or four wheel brakes. 
The country is half saturated with 
jallopies and we’ve got to make com- 
parison tests to get them out of the 
homes. Laundry demonstrations are 
the way to get business!” 


Nothing basic, but 





But give a look at what a 1938 wringer will do to that 

pajama after the 1925 machine has done its durndest. 

That cup of water which has been squeezed out illustrates 
how clothes on the line dry in one-third less time. 


Buttons go through the big, balloon rolls of today's 
wringers in a way that was undreamed of in 1925, when 
hard rolls were the big idea. 


Manufacturers don't talk about them, but today's lids are 
pretty smooth compared to the old "bendy" ones which 
could never be straightened. 














New ones don't throw water. 
in a party dress if you desire, and stay dry. 


Clothes had a tendency to tangle in old machines. A lot 
depended on how you tied pajama strings, etc., but 
scenes like this were occasionally recorded. 


Watch how the water is pouring off the "flopper" board 
on to the floor simply because the author forgot to move 


it, 


Your Uncle Fuller blinked. Could 
the man possibly mean him? After 
all, Mr. Stevens was a_ whirdwind 
in the business and his idea might be 
the way to crack the nut of future 
business. 

3ut would an owner see any differ- 
ence between a 1938 washer and a 
model ten years old or more? That 
is, beside a slick new paint job? The 
germ of an idea was born. Why not 
put a 1938 edition in the basement 
beside the old 1925 job, and see if it 


That annoyance can't happen on today's wringers. 


You can lean against them 


held up—see if the added comforts 
made it worthwhile to make a 
change. 

A laboratory might make such a 
comparison, but its report would be 
cold and unconvincing. After all, a 
prospective buyer has no microscope 
with which to make dirt tests and 
the like. 

So that is how your correspondent 
came to be thrown to the lions. The 
kindly washing machine manufacturer 
assenting, he tucked away in his own 


No matter how you scour an old model washer, it never 

looks the part. And it takes elbow grease and cleansing 

powder to get any results at all. Compare the gleaming 
white baked enamel finish of the modern washer. 


Maybe tangling isn't 100 per cent a thing of the past 
in 1938 washers but in this comparison test, it was found 
clothes came out quite easily. 


Show me the woman who can let the water out of an 
old model machine without getting as wet as a duck, 
drenching the floor, and probably catching cold as a 





basement the latest models of the 
brand he bought in 1925 (Easy) and 
started out to make comparisons in 
an amateur way. It was felt that if 
a dub could discover the difference in 
the conveniences between the 1925 
and the 1938 models, a legion of 
housewives could see the same 
advantages. 

Here, illustrating this story, are 
the improvements observed by the lay 
eye. Here are the betterments which 
may be obtained in virtually every 


result. This feature was something to be endured in 1925. 





Look at how a 1938 machine sponges off. Borrowing an 

expression from the porcelain enamel people, it is as easy 

to clean as a dish, and that means something to anyone 
who takes a little pride in their laundry. 


Here's a pajama going through the 1925 washer. Rolls 
are new, apparently a perfectly OK job is being done. 


washing machine on the market. 
What is true with one brand is true 
with almost all of them. 

The job ahead, as Mr. Stephens 
points out, is to poke new washers 
into the nation’s basements, and put 
them through their paces beside the 
old models, which may still be run- 
ning, but not doing nearly so good 
a job. The day has arrived to show 
owners that “Time marches on” in 
the washing machine business. 

(Please turn to following page) 


With 1938 machines you can do a big laundry without 
getting a drop of water on the floor—can do it in a 
party dress if you so desire. That little pump has sure 


been a temper saver. 














ITH the saturation that ex- 
ists on washing machines an 
important part of the total 
sales prospects are replacement pros- 
pects. And how rapidly these replace- 
ment prospects are sold depends on 
the degree we can sell them on the 
changes and improvements that make 
old washers obsolete. 
Because the 
roughly 


washer of today is 
similar to the washer of ten 
years ago—that is, it has a wringer, 
an agitator or other type of washer 
mechanism and is operated by a mo- 
tor—there are millions of washer 
owners who believe their old washer 
is perfectly good. They do not know 
of the improvements that have been 
made and the far greater convenience 
and efficiency that 1938 washers offer. 

It is also probable that many sales- 
men in the appliance trade do not 
realize how great these improvements 
are and the advantages which the new 
washers offer. They may know in a 
general way that the 1938 washer 
offers a greater value, but they are 
not able to state clearly what its ad- 
vantages are. As a matter of 
fact, the washers of today are so 
improved over washers of ten years 
ago that they represent at least a 
fifty per cent greater value, while the 
price of today’s washer is forty per 


cold 


cent less than the washer of ten 
years ago. 
Electrical Merchandising with the 


number of 
manufacturers has 


assistance of a leading 
analyzed _ the 
washer to show these changes. On 
the preceding pages Tom F. Black- 
burn, Chicago editor of Electrical 
Merchandising, tells a personal story 
of his comparison of ten vear changes 
in one make of washer. The follow 
ing tabulation represents a study made 
of many leading washers in the field, 
and shows point by point the 1938 
improvements. It is confined to the 
standard wringer types and does not 
include new extractor types not on 
the market ten years ago. 


We recom- 
mend it to the study of salesmen par- 
ticularly. Here are the 
can be used 


facts which 
when the owner of an 
old washer who is being solicited to 
buy a new one that her old 
washer still washes and _ is 
enough. 
Washer Efficiency 

Although many washers ten years 
old have a washer action similar to the 
basic design of the 1938 washer, all 
manufacturers have improved the de- 
sign of their agitators and their oper- 
ating mechanism to a point where 
today’s wagher efficiency is at least 
one-third gteater than it was in 1928. 
This one-third figure is highly con- 
servative. 


says 


good 


A close comparison under 
laboratory conditions would probably 
show fifty per cent improvement in 
this respect to be closer to the mark. 


Capacity in Pounds of Dry Clothes 
As a consequence of the improve- 
ment in design of washer mechanisms 
the improvement in capacity is also 
greatly increased. This in spite of the 
fact that the actual water capacity of 
The 
increase of capacity is due to the im 


the tub has not been increased. 
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proved washer action which permits 
the housewife to put a larger load of 
clothes in the tub without slowing up 
the action. 


Tangling of Clothes During 
Washing Process 


With the improvement in washer 
action and design, tangling has been 
eliminated. Actually clothes can be 
deliberately tangled when put into a 
tub and the washing action will un- 
tangle and separate them. This is 
a highly important factor which is not 
always given its full value by the 
salesman. 


Speed of Drying on Line 


Due to the preceding point, with 
less water left in the clothes when 
they come from the wringer, the dry- 
ing time is naturally cut down mate- 
rially. This is a selling point which 
salesmen can demonstrate and which 
is one of great importance, particu- 
larly to a family with a large wash 
and limited clothes line space. It is 
also of great importance in the win- 
ter time when clothes have to be 
dried indoors. 


Buttons 
Balloon 


wringer rolls have an- 








Gallons of Hot Water Per 
Pound of Clothes 


The amount of hot water for any one 
load may be about the same as was 
required in the older washers, but 
due to the increase in speed and effi- 
ciency, the gallons required per pound 
of clothes is actually less. 


Speed Per Pound 


Washing speed has been increased. 
This speed depends on the factors 
enumerated above, and at a conserva- 
tive estimate the speed of washers 
today is at least one-third faster than 
those of ten years ago. 


Amount of Water Remaining in 
Clothes Per Pound After Extraction 

Wringer design has been improved 
to such a degree that clothes come out 
of the wringer much drier today than 
with older washers. 


POINT 1, POINT 


(Comparison 


Answers for the new 
washer prospect when 


she says “my old washer 


aad - %’9 
is good enough. 





swered the button question. Buttons, 
hooks and eyes, and other fasteners 
go safely through the balloon rolls of 
1938 washers, which also reduce to 
the vanishing point any strain on 
fabrics. 


Casters 


Old washers had small steel casters. 
The 1938 washers have large rubber 
wheel casters which are silent when 
being moved, move easily and yet 
hold the washer perfectly when in 
position, and contribute materially to 
the general quietness of operation by 
reducing sounds from vibration. 


Attachment Plugs 


Old washers were equipped with 
cotton covered cord and composition 
plug. The breakage of these plugs 
was common and very irritating be- 
cause there was no other plug in the 
house, and no one to connect it if 
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there were, and the operator oiten 
received an electric shock trying to 
make use of the broken plug in some 
way in order to complete her wash- 
ing. 1938 washers are equipped with 
unbreakable, flexible rubber plugs and 
cord. A detail, but a most important 
one in the use of the washer. 


Drainage 


In 1928 the housewife had to empty 
her washer by lifting several pails of 
water. In 1938 washers provide an 
automatic, quiet and dependable drain- 
age pump. The washer is quickly 
emptied, and improved design in the 
drain well makes it possible to drain 
the tub far more completely than 
was possible before. 


Ease of Cleaning 

The 1938 washing machine with its 
streamlined surfaces and high finish 
both in washer and wringer contrast 
dramatically with the washers of ten 
years ago. There is no rust, and no 
oil leaks to wipe up, so that in prac- 
tically no time at all the washer, in- 
side and out, is easily kept in a bright, 
clean and attractive condition. 


Motor and Lubrication 


Modern 1938 motors are self oiled, 
which omits a feature that was al- 
ways bothersome and one which 
women misunderstood or neglected. 
Motors on many 1938 washers are 
also rubber mounted, which contrib- 
utes to both safety and silence. Lubri- 
cation throughout the washer includ- 
ing all gear cases is greatly improved 
over the models of ten years ago, 
reducing the many service troubles 
which arose from less efficient Iubri- 
cating systems. 


Appearance 


It is hardly necessary to dwell on 
the improved appearance in modern 
washers. Streamlining and white porce- 
lain have made the present washer 
a handsome object which fits into the 
modern kitchen and adorns the mod- 
ern laundry. It gives a quality of 
pride of ownership which the old 
washer simply did not have. 


Price 


This we have left to the last. It 
is highly important, however, showing 
the degree to which the industry has 
worked to provide better home laun- 
dry equipment for less money. In 
1928 washer prices averaged $133.34 
for every washer sale. This being 
an average amount means that a con- 
siderable proportion of washers were 
sold at or above this average price. 
For the first seven months of 1938 
average price reported was $71.66 per 
washer. Thirty-two per cent of the 
total washers sold were at $70 or 
above. In 1928, although the price of 
$133.34 was average a great many 
washers were sold at $165 and $175, 
just as this year many washers are 
being sold above the $71 average. 
However, value for value, it is easy to 
see that washers are selling at about 
40 per cent less than they did ten 
years ago and are giving at least 50 
per cent more in value. 
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Here is the biggest and most unique plan ever 
conceived to stimulate the sale of portable electric 
heaters! We know it will work because one Pacific 
Coast utility tested it and sold more than ten 
thousand new Wesix heaters in a single season! 


To every one of your customers who buys a new 
Wesix heater at the regular price of $9.95 during 
our fall campaign, we will offer a $1.00 trade-in al- 











lowance on any old heater, regardless of condition! 





Almost everyone has some kind of auxiliary 
heater. It may only be a leaky oil stove, a cheap 
antiquated electric heater, a smoky coal stove, or 
some other obsolete appliance; but, as some of 
these junky old heaters still represent a value in 
the minds of their users, your customers must be 
enticed into parting with them before they will 
buy a new, modern electric heater. 


The Wesix plan will do the job! The trade-in 
dollar is not an ordinary dollar, but a Lucky Silver 
Dollar from San Francisco. It has a novelty and 
curiosity value, in addition to its monetary value. 
Many of your customers will want one for a lucky 
pocket piece! 


Thousands upon thousands of Wesix electric 
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DOLLAR 
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portable heaters are bought throughout the United 
States every year—on merit alone! The Lucky Sil- 
ver Dollar Trade-in Plan will stir up the greatest 
buying activity in the history of the industry! 


Send for complete information today. Beauti- 
ful mailing pieces, sure-fire newspaper mats, 
spectacular window display material, including 
replicas of the original Wells Fargo money bags, 
are FREE! 





THE SILVER DOLLAR is symbolic of the far West— 
where the beautiful, silvery Wesix electric heaters 
were invented and perfected. In San Francisco this 
big coin is the popular medium of exchange. It is 
here that the silver dollar is coined in one of Uncle 
Sam's mints. Its use is part of the tradition handed 
down from the days when anything but hard cash 
was looked upon with suspicion. Many people carry 
one as a lucky pocket piece. 











All rights to Wesix “Lucky Silver Dollar” Trade-in Plan have 
been reserved. It must not be reproduced without permission. 


COPYRIGHT 1938 — WESIX ELECTRIC HEATER CO 


Wesix Electric Heaters are distributed throughout the United States by the Graybar Electric 
Company and other leading jobbers. Factory warehouses located in important trade centers. 


CONSUMER ACCEPTANCE ASSURED. Here are excerpts from a few of thousands 
of letters received from enthusiastic Wesix users in all parts of the U.S. A.: 





» IT 18 $O FAR AWEAD OF THEM ALL THAT |! 


DON'T SEE HOW THE OTHERS WAVEACRANCE SO CHEERFUL | LOVE IT | COULD CO On FOREVER SINGING ITS PRAISES 










"IT WAS BEEN A CODSEND ! ” 


IT IS MY MOST PRIZED POSSESSION 


ELECTRIC HEATER COMPANY 


390 FIRST STREET 








GENTLEMEN: 


1 FOUND IT A PERFECT TREASURE! 


SAN FRANCISCO, CALIF 
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Your ticket to a record- 
breaking heater season 
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WESIX PORTABLE 


— gives two Kinds of Heat 
for the Price of One! 





Invention that made it possible 
to heat electrically without fans. 


CIRCULATES heat like a fan heater. 
RADIATES heat like a reflector heater. 
Yet no reflectors are used and patented 
construction eliminates need for fan or 
other moving parts. 

BAKELITE handle. ALUMINUM con- 
struction, silvery finish, ebony black trim. 
GUARANTEED FIVE YEARS 
APPROVED mes, Denurwsttne/ Laboratories; 


; ping te; Electric 
Testing Laboratories of New York. 








HEIGHT. . 17” RETAIL 
WATTAGE . . 1250 

NO... . RCSI% a 
WEIGHT. . 5 LBS. 4 95 
VOLTAGE... 115 


- 
























































MAIL TODAY! 


WESIX ELECTRIC HEATER CO. 
390 FIRST ST., SAN FRANCISCO, CALIF. 


Please send me complete details of your “LUCKY SILVER DOLLAR” SALES PLAN. 
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ONE GENERAL ELECTRIC PRODUCT SELLS ANOTHER 


GE FULL 
$/00,000 70 mu 


s ALEXANDER McDANIEL, Wilmington, Del. 




















/ 


say 





a Y specialty is General Electric business. In 1937 one third of my 
Automatic Heating installa- $300,000 volume was obtained from 

tions. But I carry the G-E full line General Electric appliances and 
for two reasons: (1) appliance sales merchandise sales. This volume 
often produce leads for furnace sales would have been impossible in my 
and (2) appliance sales account for small territory of 25,000 families 


a large and profitable part of my without the G-E full line.”’ 










Mrs. Joseph Y. Jeannes’ 
beautiful home illustrated 
at the right provides many 
modern G-E conveniences 
and is wired in anticipation 
of more to come. 








Does one G-E product sell 
another? Fred Gannon, 
Sales Manager of Alexan- 
der McDaniel, says it does, 
and lays the substantial in- 






Mrs. Joseph Y. Jeannes found the General Electric Heating System in her former home so satisfactory that when she 
built the beautiful Colonial house illustrated above, she insisted on a G-E installation again, and asked Mr. McDaniel 
to suggest the most suitable model of General Electric Radio and General Electric Refrigerator. 


crease in 1937's volume to 
carrying the General Elec- 
tric full line 












Thomas M 


will tell you how satisfactory G-E installations 


Donohue, Wilmington architect, 


are, and how pleased he is with the service 
given him by Mr. McDaniel. 
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Officer Walter Windett is further proof that one G-E 
product sells another. The Oil Burner, installed by Mr. 
McDaniel, works so well Officer Windett naturally 
turned to G-E when his wife wanted a Vacuum Cleaner. 
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Mrs. Blanche Rossander’s first electrical pur- 
chase was a G-E Radio. She liked it and the 
McDaniel spirit of friendliness. So much so 
that she has since bought a G-E Range, G-E 
Refrigerator, Fan, Iron and Clock. To this 
Wilmington housewife there are no products 
equal to General Electric’s; no nicer merchants 
to deal with than ‘‘McDaniel’s’’. 


On the professional side, there's Nurse Bulon, 


who testifies to the great advantages of General 
Electric Air-Conditioning, installed by Mr. 
McDaniel. It’s brought comfort and ease to her 
patient—an invalid little old lady. 








FEATURE THESE NEW AND 
OUTSTANDING G-E PRODUCTS 





G-E AUTOMATIC TOASTER— Millions have 
been spent in creating acceptance for auto- 
matic toasters. Cash in by featuring this new 
completely automatic General Electric toast- 
er with its strong point-of-sale promotion. 





G-E RADIOFORTE— with built-in Beam-a- 
scope, the year’s greatest sales-making fea- 
ture. No dials. No knobs. No complicated 
controls. Operates anywhere in any room— 
just plug it in like a floor lamp. 





G-E SERGEANT ELECTRIC ALARM—is mak- 
ing clock history—an automatic electric 
alarm that retails for only $2.95. Special 
G-E clock deals will help you replace thou- 
sands of ‘‘stem-wounds”’ in your territory. 





G-E WASHER — with One-Control Wringer— 
the greatest achievement in recent washer 
history with its most complete sales story. 
Exclusive with General Electric—and the 
biggest washer “‘buy’”’ in the industry. 
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N THE FARMS and rural areas 

of the country, the old kitchen 

stove with its bellying front, its 
sooty pipe and its polished black lids, 
has been a familiar sight. It has done 
its yeoman service when it came to 
Thanksgiving dinners, Ma’s nobly- 
proportioned pies and as a rallying 
point for the family on cold winter 
evenings. 

It was natural, therefore, that when 
the cool, clean and handsome electric 
range supplanted it for cooking pur- 
poses, that more than one family were 
loth to part with the old coal stove in 
its capacity as a heating agent. In fact, 
in many territories this factor—heat- 
ing—has proven a considerable bar- 
rier to the sale of an electric range. 

Most of these objections have been 
met with in the far west where cen- 
tral heating is not so big a factor as 
in the east and where electric range 
saturation has already gobbled up most 
of the more readily sold prospects. 

Electric range manufacturers have 
endeavored to overcome this deficiency 
of the electric range by making com- 
bination coal and electric ranges and 
by developing unit heaters which at- 
tach to the electric range. Most of 
these unit heaters have been made on 
the West Coast. To find out what the 
situation really amounted to we asked 
a number of the commercial executives 
of western power companies to give 
us some data on the kitchen heating 
problem as it existed in their terri- 
tories. 

Two leading questions were asked: 

“What proportion of electric ranges 
on your lines are in homes which also 
retain the coal stove in the kitchen for 
heat ?” 

“What are you doing to eliminate 
this condition (that is, sale of kitchen 
heaters, electric or other, combination 
ranges, etc.) and how successful do 
you think this method has been?” 

Depending on the type of customer 
which constituted the largest bulk of 
the utility company’s business, the an- 
swers showed wide variations. Taking 
Question No. 1 first, for instance, we 
have some of the following replies: 
City of Seattle—Less than 1% per 
cent; Portland General Electric— 
“Practically none in urban areas. Ap- 
proximately 10 per cent in rural 
areas.” Sierra Pacific Power—“Urban, 
perhaps 25 per cent. Rural, perhaps 50 
per cent.” Pacific Power & Light— 
“Urban 5 per cent. Suburban 15 per 
cent.” Idaho Power: “A recent survey 
of some 5,000 customers shows that 
53.5 per cent retain the coal stove in 
the kitchen for heat after the instal- 
lation of the electric range.” 

The California-Oregon Power Com- 
pany reported that 73 per cent of 
their potential range market required 
some form of kitchen heating. Prior 
to 1934 from 30 to 35 per cent of 
their customers retained the old stove. 
Since then, 50 per cent of the ranges 
sold have been provided with some 
form of auxiliary heater and the num- 
ber retaining the old stove has almost 
disappeared. 
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HEAT 


in the 


Kitchen 


How eleven western 


power companies are 
meeting the problem 
of supplying auxiliary 
heat when electric 


ranges are sold in 


rural areas 


The British Columbia Electric 
Railway have not more than one per 
cent of their range customers having 
a separate coal stove in the kitchen 
because they will not provide range 
service unless the electric range is the 
sole cooking device. Northwestern 
Electric in Portland, Ore., reports that 
25 per cent of their rural customers 
who have bought electric ranges keep 
the old stove for wood-burning pur- 
poses. Puget Sound Power & Light 
believe that as low as 4 per cent and 
as high as 35, with an average of 
about 20 per cent of their customers 
retain the old coal stove after electric 
range installation. Utah Power & Light 
also report an average of about 20 
per cent of their rural customers as 
following this practice. Washington 
Water Power go back to the 4 per cent 
figure while Public Service of Colo- 
rado put it at about 10 per cent. 


What to Do About It? 


Obviously, in the rural areas we are 
confronted with a situation that can- 
not be met by ignoring it. As a cook- 
ing instrument, the electric range 
comes up to all claims; as a heating 
instrument, it can’t compare with a 
wood fire. Which is as it should be. 

Let’s see now what some of these 
companies have been doing to elimi- 
nate this situation: 


City of Seattle: 


“In the past our sales volume on the 
combination range has been due to a 
liberal electric range wiring charge. This 
has been as low as $10.00, but regularly 
$25.00. A liberal trade-in allowance on 
customer’s old stove is necessary. This 
allowance has been from $15.00 to $25.00. 
At present we feel the most effective 
sales appeal would be to give the new 
heating unit in exchange for the old 
stove.” 


1938 


Portland General Electric: 


“We sell combination ranges but put 
our best effort behind kitchen heaters 
(fuel) which do not have cooking tops. 
Use kitchen heater to trade for cus- 
tomer’s fuel range and get it out of the 
kitchen. In most of the urban territory, 
houses have basements and furnaces and 
heating the kitchen is not a problem. 
In our farm territory, kitchen heat is 
necessary in many cases but because of 
plenty of wood fuel our electric range 
saturation in farm homes is still low.” 


Sierra Pacific Power Company: 


“We are doing nothing to eliminate this 
condition. A sketchy survey several years 
ago led us to believe that during the first 
winter after sale of electric ranges, rev- 
enues fell off slightly indicating wood and 
coal were being utilized for cooking. How- 
ever, after the housewife really became ac- 
customed to the speed and accuracy of her 
electric range, she relied more and more 
upon her electric range. In the majority 
of cases we noted no decrease in consump- 
tion during the second and subsequent 
winters. 

“We believe that coal stoves and kitchen 
heaters are a more serious threat to water 
heating revenues than to cooking revenues. 
As we are not particularly interested in 
water heating (our rates are too low) we 
have made no attempt to influence the 
prospective purchaser against kitchen 
heaters.” 


Pacific Power & Light Company: 


“URBAN. In a comparatively few 
homes the old custom of using the kitchen 
as a living room during cold weather is 
still followed and in such cases an auxil- 
iary fuel heater, either wood or coal, is 
maintained in connection with an electric 
range, and a certain amount of cooking 
is done on the fuel range. 

“As time goes on due to the con- 
venience of turning a switch plus the 
superiority of the electric range as com- 
pared to the fuel in cooking results ob- 
tained, use of the fuel range for the 
preparation of food becomes negligible. 

“In certain instances, particularly in 
small homes (2 to 3 room) during the 
early fall and again in the spring season 


kitchen fuel ranges are used for heating 
the home and cooking. 

“Quite a percentage of all fuel attach- 
ments are used for heating water during 
the cold weather period. 

“SUBURBAN. In this section the 
average farm home is comparatively small 
and in most cases without central heating 
plans which increases the need for auxil- 
lary heating. Wood is plentiful and 
usually low in price. Many orchardists 
secure fuel from the pruning of trees, 
which means no cash outlay. 

“GENERAL. As a result of actual 
meter checks we have found that after 
a reasonable period of time the use of 
the electric range is effected very little 
in the average home as a result of 
auxiliary heaters being used for cooking. 
For this reason we have not been partic- 
ularly concerned relative to the use of 
such equipment in so far as it affects 
energy sales.” 


Idaho Power Company: 


“We have tried to eliminate this con- 
dition by our home service educational 
work and by training our salesmen not 
only to sell electric ranges, but to in- 
clude several suggestions for eliminating 
coal ranges along with their sales stories. 
This problem usually exists in homes 
where there is no central heating system 
and heating a portion of the house by 
means of a coal range is necessary. 
Sometimes a story pointing out the fact 
that the coal range was not designed for 
heating purposes and, therefore, is very 
inefficient as a means of heating the house 
is the story needed. When both sales- 
men and home service girls are calling 
on customers having coal ranges and a 
parlor furnace or a heating stove in the 
front rooms, the following suggestions 
are made: 

“1. Eliminate coal range and leave 
door to dining room and bedroom open 
for complete circulation of warm air 
through house. This can be used only 
when each room opens into two other 
rooms throughout the house. 

“2. Eliminate coal range and _ install 
metal grate in wall near ceiling between 
dining room and kitchen. This will al- 
low the hot air which collects in the top 
of the front rooms to circulate into the 
kitchen. 

“3. Eliminate coal range and use small 
circulating fan to start circulation of 
warm air throughout the house. 

“4. Eliminate coal range and install a 
modern kitchen heater which is in keep- 
ing with our modern ranges, water heat- 
ers, and refrigerators, and which is de- 
signed especially for heating.” 


California-Oregon Power Co. and 
Mountain States Power Company: 


“ . As to how heaters are han- 
dled by this company. In the first place 
it is necessary to give the customer an 
allowance for the old fuel equipment if 
it is to be removed from the kitchen. In 
50% of the cases it is necessary to pro- 
vide a heating device to take the place 
of the old range. We give the customer 
a trade-in allowance, either on the elec- 
tric range alone for cases where heating 
equipment is not necessary or on the com- 
bination of the range and auxiliary heater 
where heating is necessary. For some 
time it was necessary to make a straight 
across exchange of the heating device for 
the old stove. During the past vear this 
has not been necessary. We allow the 
customer a trade-in on the old equin- 
ment based upon its actual value. No 
other trade-in allowance in our opinion 
is necessary.” 


British Columbia Electric Railway: 
“In our rural areas where the question 
of kitchen heating is a larger problem 
due to the fact that very few of our 
rural homes have central heating plants 
(Please turn to page 84) 
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Studies in home laundry use by 


three leading women’s magazines 


By AnnaA.Noone 


HE smart salesman for home 

laundry equipment first finds 

out how women who already 
own such equipment are using their 
electric washers and ironers; what 
these women think of this equipment— 
how it measures up to their require- 
ments and where it falls short; the 
laundering problems these women find 
most troublesome; and what improve- 
ments they would look for were they 
again in the market to buy new 
equipment. 

These facts have been brought out 
in recent studies of home laundry 
practices made by three of the lead- 
ing women’s magazines—Woman’s 
Home Companion, McCall’s Magazine 
and Pictorial Review. The combined 
reader opinion of all three of these 
magazines is unquestionably a good 
cross-section of the opinion of repre- 
sentative home makers throughout 
the country. These three studies com- 
bined show that more than half the 
women interviewed own washing 
machines and do all their laundry at 
home; about 12 per cent own ironing 
machines; and _ practically every 
woman owns a flat iron. This checks 
with our own saturation figures 
(Electrical Merchandising, January, 
1938) which show that 55.5 per 
cent of the 22,800,000 wired homes 
are equipped with electric washing 
machines; approximately 6 per cent 
with ironing machines; and 93 per 
cent with flat irons. 

Woman’s Home Companion’s study 
of Trends and Tendencies in Laun- 
dering was obtained from 490 prac- 
tical home makers in different parts 
of the country who cooperate with 
the Companion editorial staff by sup- 
plying information on housekeeping 
problems as requested. 
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McCall's Magazine information 
was gathered in a Consumer Investi- 
gator study of laundering from 530 
McCall readers. 

The Pictorial Review study was 
compiled from 554 readers propor- 
tionately distributed throughout the 
various sections of the country. 


Here are some of the facts estab- 
lished by all three studies: 


Ownership 


\pproximately one-half the Wom- 
an’s Home Companion readers own a 
washing machine. More than _ half 
live in houses—the balance in multi- 
family houses. Three-quarters of 
these machines are wringer models. 
The largest number of washer owners 
are located in the East North Central 
and West North Central sections of 
the country. 

Four-fifths of McCall’s housewives 
own a washer—and more than half are 
of six-sheet capacity. More than 
two-thirds of the Pictorial Review 
women own washers—three-quarters 
living in houses—the balance in apart- 








ment houses. 


A ge 


Out of 239 machines used by the 
Companion women, 112, or almost 
half are four years old or less; 86, 
or more than a third, are more than 
four and less than nine years old; 


and 41, or about one-sixth, are nine 


years or older—one being 30 years 
old. 

Pictorial readers reported about the 
same age ratio in their machines— 
almost half the machines were in use 
up to four years; slightly less than 
a third were from four to nine years 
old; and the majority of the balance 











HOW HAVE 
WASHING 
MACHINES 
SAVED MONEY 


—A CG 


81.5 36.5% 13.5% 95% 
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Say ‘ay Say Say 
LAUNDRY WEAR AND TEAR TIME LABOR 
COST ON CLOTHES 


Charts from Woman's Home Companion Study 
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AGE OF THE MACHINES IN USE 
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ranged from nine to fifteen years in 
age. 

Eighty-five, or a little more than 
one-third of the Woman’s Home 
Companion readers said they were 
using their second or third washing 
machines. When asked why they had 
changed, the majority answered 
simply because the old machine was 
worn out—but certain mechanical 
improvements were cited as having 
influenced some of these readers to 
replace their previous washer, such as 
the need for a larger machine; the 
desire for a more modern one; wanted 
an automatic machine; wanted a spin- 
ner; wanted a pump; old wringer 
hard to feed; preferred agitating to 
revolving action; two of the readers 
bought the same brand each time be- 
cause they considered it the best on 
the market. 


Who does the Laundry? 


That the typical homemaker does 
her own laundry was brought out by 
beth the McCall’s and the Pictorial 
Review studies. More than half the 
Pictorial Review readers do all their 
laundry at home—the balance who 
send part or all out mentioned the 
following items most frequently as 
being taken care of at home: silk 
_ wnderwear, silk stockings, dresses, 
socks, linen, handkerchiefs, laces and 
embroidery, curtains, everything ex- 
cept shirts, baby clothes, all except 
flat work, all except flat work and 
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shirts, colored clothes and 
girdles. 

More than two-thirds of the Mc- 
Call homemakers do all their laundry 
at home, and another tenth do part 
of it at home and send part to a 
commercial laundry. 

In most cases where laundry is done 
at home it is done by the housewife 
herself, or some member of the family. 
Only one woman in seven or eight 
in the McCall’s study has a paid 
laundress or servant to do the laun- 
dry. Very much the same situation 
is true among Pictorial readers—only 
12 per cent have a laundress or part- 
time maid; 7 per cent have a full- 
time maid; and 6 per cent do their 
own washing with the aid of a part 
or full-time maid. 


woolens, 


Where it is done 


The washing is done in the base- 
ment in more than two-thirds of the 
McCall homes. Only a fifth do their 
laundry in the kitchen, but the ma- 
jority of the women do their ironing 
in the kitchen. 

One-third of the Pictorial women 
do their laundry in the kitchen; one- 
third in the basement; one-fifth have 
a laundryroom (in most cases located 
in the basement); one-tenth use the 
back porch and a few wash in the 
bathroom. 

More than half the Woman’s Home 
Companion women living in houses 
do their laundry in a laundry room; 
















































one-quarter in the kitchen; and one- 
sixth in a basement or shed; two- 
thirds of the women living in 
apartments do their laundry in the 
kitchen or bathroom. 


How long does it take? 


In most cases the McCall family 
wash takes two to three hours per 
week. Only one-sixth of the women 
said their washing takes more than 
four hours per week. Half the women 
replying to the Pictorial Review study 
said it took from two to three hours 
per week; less than a fifth said their 
washing took four to five hours. And 
approximately two-thirds wash once 
a week only; one-quarter, two or 
three times, with a scattered few 
who wash from four to seven times 
in a week. 


Do you own an ironing machine? 


Only fifty-two of the 490 Woman’s 
Home Companion readers have iron- 
ing machines. Of these, ten live in 
apartments and forty-two live in 
houses. Forty-six are rotary ma- 
chines and six are flat-plates. Sixteen 
are heated by gas and thirty-six by 
electricity. Sixteen of the thirty-six 
electric machines are connected by 
drop-cord connections, which usually 
have a rating of about 250 watts, 
whereas an ironer should be used on 
an outlet which can carry a load of at 
least 1200 watts. Forty-nine women 
said the ironer made ironing easier, 











Most women do their ironing in the kitchen; 
a large number wash there too—one-third 
of the Pictorial women, one-quarter of the 
Woman's Home Companion women and 
one-fifth of the McCall women said they 
wash in the kitchen. 


and forty-eight said it made ironing 
quicker. Only one disagreed. Seven 
used the ironer for all the work and 
forty-two use it for part of the work 
only. 

Only one McCall woman in seven, 
and only 12 per cent of the Pictorial 
Review women own ironing machines. 
Age 

The Pictorial Review survey re- 
vealed that half the ironers owned by 
its readers ranged from newly pur- 
chased to one or two years old; an- 
other quarter were three, four and five 
years old; and _ several machines 
reported were in use for nine, ten and 
eleven years. 


Where do you iron? 


The kitchen is the popular ironing 
place for both McCall and Pictorial 
Review women. The basement and 
porch come next. 


Do you like laundering? 


Washing is a popular branch of 
housework among the greater propor- 
tion of women interviewed by all three 
magazines. In all three studies about 
half the readers interviewed said they 
liked washing; another fourth of the 
McCall readers said they “didn’t mind 
it’; a fourth of the Pictorial readers 
definitely didn’t like it. Only about half 
as many McCall women like ironing as 
like washing. More than half the 
Woman’s Home Companion women 
like ironing ; 42 per cent dislike it; and 
the balance either did not answer or do 
no ironing. 


fi addition to the above facts 
brought out by all three studies, 
Woman’s Home Companion went a 
step further and asked the following 
questions which also should prove in- 
teresting to all who are interested in 
selling home laundry equipment: 


Does your washing machine save 
money? 


The Companion readers are virtually 
unanimous on this point—213 or 94 
per cent said their machine had saved 
money in some form or another. Out- 
standing, of course, is the saving on 
laundry bills. Eight out of every ten 
owners give this reason. Next in line 
(Please turn to page 30) 
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Do You Want To Increase 
Your Washer Sales ? 


.- Then Mail 
This Coupon 


Today! 


* The new Apex Spiral Dasher 
washes Faster and Cleaner than 
any other washer. 


On receipt of this coupon, we will 
send you a book of convincing 
proof that will open your eyes — 
open new avenues of sales and 
profits for you. Get the complete 
story of the scientific Apex Spiral 
Dasher. Mail coupon today! 


APEX ROTAREX CORPORATION 
1070 East 152nd St., Dept. 7, Cleveland, Ohio 
West of Denver: Apex Rotarex Mfg. Co., 1420 45th Street, 
Oakland, California 

| WANT TO KNOW MORE ABOUT THE NEW APEX 
WASHER WITH SPIRAL DASHER—THAT WASHES 14 
FASTER AND 4 CLEANER. Please send full particulars 
together with illustrations and proof. 


Name 





Company 





Street 








SEE THE APEX AD ON THE INSIDE 
FRONT COVER OF THIS ISSUE... OVER 
2'/2 MILLION APEX APPLIANCES IN USE 
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after laundry bills comes the savings 
on clothes. Two women said the ma- 
chine paid for itself inside of one year, 


| and three went so far as to say it saved 


money on doctors’ bills because it saved 
nerves and temper. Other savings men- 
tioned were as follows: saved time, 
saved labor, fewer clothes tied up in 
laundry, and no clothes lost in laundry. 
Other reasons given were as follows: 

“Recently I had my washing sent out 
to a laundry—it cost $4.25, while when 
I do it at home the soap and current 
cost 25c.” 

“The one electrical device that has 
paid for itself.” 

“The machine has not saved any 
money yet, but it will if it runs three 


years without any major repair.” 


“The soap and electricity used are 
easier to pay than a laundry bill.” 

“My washing machine has saved me 
more money than any other appliance 
(and the machine is 18 years old).” 

“IT have been sick since November 
Ist. My fourteen-year-old girl was able 
to handle the whole washing with a 
machine.” 

“T use stronger soap in my machine 
than I could soak my hands in.” (West 
South Central.) 

“My washing takes two hours of 
my time—4c. for soap and 4c. for elec- 
tricity. If I sent the same work to a 
laundry or hired a woman, it would 
cost me at least one dollar.” (West So. 
Central. ) 

“T have done a lot with my machine 
with a minimum of my time: operat- 
ing cost and upkeep have been very 
small.” 

“T have saved with my machine, be- 
cause I don’t have to send large pieces 
out and I am not strong enough to do 
them by hand, but with a machine 
they are no trouble at all.” 


| Does machine fall short of 


requirements? 

Dissatisfied users are relatively few 
when you consider the old age of some 
washers now in use. Almost three- 
quarters of the women said they were 


| perfectly satisfied with their machine. 


| 
| 


| 
| 


10 per cent of the remaining quarter 
who were dissatisfied admitted that 
their machine is worn out. Size is the 
leading source of complaint. 

The family in some cases has in- 
creased and outgrown the equipment, 
or the salesman exaggerated the ca- 


| pacity of the machine in making the 


sale. The lack of new devices such as 
balloon wringers, a pump, or a better 
place for the switch received 12 men- 
tions in all. This small number of men- 
tions seems to indicate a lack of knowl- 
edge of the improvements on the new 
machines. Wringer breaks too many 


| buttons; vibrates too much; stockings 


get tangled; too low; unbalanced 


| weight of clothes in machine; hard to 


oil and operate; spinner wastes water ; 
no pump for filling and emptying; 


| wringer is not adjustable were items 


mentioned that all indicate old washers 
which should be replaced. 


| What improvements do women 


desire in washers? 


The improvements mentioned are, 


for the most part general improve- 


ments, such as a larger machine, a 
new model, less vibration, less noisy 


machine, a higher machine, one which 
would wash better. About 40 out of 
143 indicate a desire for definite me- 
chanical improvements—such as a bal- 
loon roller wringer, a pump, porcelain 
side, flat top, insulated tub, 2 speeds, 
more speed, a wider wringer a larger 
outlet, heating during washing process, 
less water consumption. Safety is also 
a factor—ten women mentioned it, in- 
cluding a handy place to switch off the 
power. Twenty-five women said they 
would prefer a spinner machine, and 
five said they would like the spinner 
separate from the washing compart- 
ment. 


Does the ironer fall short of your 
requirements in any way? 


Only one-third (16) find anything to 
criticize in their machines. The other 
two-thirds say that their machines do 
not fall short of their requirements in 
any way. Thirteen of the dissatisfied 
users say the machine cannot be used 
for ruffles, dresses and shirts, which in- 
dicates that the owner has not acquired 
skill in operating her machine, or that 
it is an old type which makes it diffi- 
cult for anyone to handle more compli- 
cated ironing processes. Other criti- 
cisms were: it does not gloss linen; 
unequal heat in shoe; hasn’t enough 
padding. 


Improvements desired in ironer 
in event of a new purchase 


Seven women mentioned improve- 
ments in general construction which 
have been met in the new machines 
such as a more compact one; and an 
enclosed type. Several mention the de- 
sire for a higher or a lower machine, 
which suggests the need for a machine 
adjustable to users of different heights. 
For instance, if a tall woman sits down 
at a low machine the knee control 
lever is uncomfortable to operate. 
Technical suggestions were as follows: 
one to iron dresses and shirts; open 
end; shaped end for ruffles; automatic 
control; and more padding on roller. 


* * * 


An interesting point on _ ironers 
brought out in the Woman’s Home 
Companion study is the fact that more 
than half the women who have no 
ironing machine know very little if 
anything about the convenient types 
of ironers now on the market; and an 
even larger proportion have no idea of 
the cost of such a machine or just what 
it can do. 

* & * 


“What are your most troublesome 
laundering problems?” was asked by 
the Pictorial Review study. Removing 
spots and stains, ironing, and washing 
special fabrics were three of the out- 
standing problems. The women enum- 
erating these problems expressed the 
desire for a chart or other form of in- 
formation on what to use to remove 
grease and fruit stains—some said they 
would like a Stain and spot removing 
kit. Lack of information was the great 
problem in washing special fabrics 
such as woolens, rayons, and how to 
wash colored clothes without fading. 
Information and instructions were also 
listed as facilities desired to make iron- 
ing easier. 
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Big things can happen in a short space 
of time — and they have for Evanoil Oil 
Fired Heaters! Sales of this revolutionary 
heater have reached the flood-stage in less 
than ninety days after its announcement 
to the trade. Thousands of inquiries, 
sales by the carload! A rousing welcome 
to the brilliant performance of a heater 
that gives appliance dealers an oppor- 
tunity to get into the heater business 
profitably! An opportunity to take up 
today’s sales slack in other major ap- 


pliances. 


It you’ve been sitting on the sidelines 
watching heater sales go by, it’s time for 
action — and you'll get it with Evanoil. 


Immediate sales — and plenty of them — 


Sensational new low-priced AUTOMATIC 
OIL- FIRED WATER HEATER 


Exceptional sales opportunity with large profits, 
open to dealers who can handle this extraor- 
dinary new water heater. Alive with big 
sales features. Sensationally priced to give 
you the edge on competition. Write for 


details quickly. 


! r 


by simply demonstrating the amazing 
things that Evanoil does and no other 


heater can do. 


It's ALL in the PLAN BOOK — 

YOUR copy is waiting for you! 
Our plan book tells the whole remark- 
able story of Evanoil fan-forced heating, 
floor level distribution, recirculating, 
humidifying, summer cooling and a host 
of other superior selling features — 
backed, as you will see, by a complete, 


hard-hitting program of dealer helps! 


Send at once for a copy of this free 


book. There’s still _ 
time, but every day 


counts! Clip the cou- 


pon, or write or wire " 
anf 7 all 


and we'll get a copy 
Four Beautiful Models, 


to you promptly. 


retailing as low as $54.50. 


EVANOIL DIVISION, EVANS PRODUCTS CO. 
Dept. 30, Detroit, Michigan 


Manufacturers of OIL -FIRED Circulating Heaters, 


Air-Conditioning Furnaces, Automatic Water Heaters 


CARLOAD 


ond SEE WHY 


MAIL COUPON BELOW 


A Brand New . 
Principle provides 
FLOOR LEVEL HEAT 


NOTE— Exclusive franchise granted to 
Evanoi! distributors. Your territory may still 
be open. Write us. 


Evans Products Co., Dept. 30, Detroit, Mich. 
Send at once your FREE PLAN BOOK on Evanoil Heaters and details of yo 


(0 Dealer Franchise (J Distributor Franchise 
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First good crop season the farmer fixed up his tools—witness 
the best year of business the implement industry ever had 





ET a man in a factory lose his 
job, declares Milan V. Ayres, 
stogie - smoking economist of 


the National Association of Sales Fi- 
nance Companies, and you scare a 
dozen others into putting fish hooks 
in their booketbooks and stopping all 
time purchases. That, in a couple of 
nut shells, is what has dried up the 
urban partial payment business today, 
he says. 

Travel beyond the city limits—out 
where the farming begins—and you 
find today an entirely different line 
of thought. 

The farmer cannot get fired. He 
isn’t scared of losing his job and stop- 
ping buying as a result. In fact, he 
is just entering his fourth consecutive 
year in which the nation’s cash income 
from crops and_ livestock 
seven billion dollars, counting agri- 
culture and government benefit pay- 
ments : 


exceeds 


1929.. $10,479,000,000 
ee 8,451,000,000 
a 5,899,000,000 
1932 4,328,000,000 
1933... 5,117,000,000 
1934... 6,348,000,000 
1935... 7,090,000,000 
1936... 7,920,000,000 
1937 8,500,000,000 
~E Sai te cle *7,225,000,000 
* (Estimated) 


Granted, that for a decade the 


farmer wallowed in poverty. The first 
vear he got his hands on some real 
spending money, he proceeded to fix 
up his farm machinery—and witness 
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the fact that the implement people did 
the highest volume of their history. 

Last year, and this is not setting 
the period specifically, it has been 
estimated that farmers paid off indebt- 
edness of two billion dollars. Said the 
May 27 issue of the Agricultural Out- 
look, published by the Midwest Farm 
paper Union: “Farm mortgage debt 
is the least in seventeen years. The 
farm mortgage debt of $7,524,821,000 
on January 1, 1937 was the smallest in 
more than seventeen years, according 
to United States Department of Agri- 
culture estimates. This was a drop of 
more than four hundred million from 
1935 and almost two billion from 1930, 
when the peak was reached. Addi- 
tional decline is believed to have oc- 
curred in the past year.” 

So much for farm income. Farmers 
have fixed up their places and ma- 
chinery, and reduced their debts. What 
are they going to do with the esti- 
mated $7,225,000,000 they will receive 
in 1938, much of which is not claimed 
by past obligations? What does a fel- 
low do with velvet? With no fear of 
losing his job, no paralyzing of his 
purse strings, with money to spend, 
it is easy to see that the farm market 
for washing machines is a natural. 

1. Farmers work in the dirt and 
probably have more badly soiled laun- 
dry than anyone else. Even their 
toiling about chicken houses 
get dirty. 

2. The number of 
farm is higher than any other family 


wives, 


persons on the 








group. Even the children work and 
add to the amount of soiled laundry. 

3. There is the lowest degree of 
washing machine saturation on the 
farm. Some 25 per cent of the popula- 
tion live on the farm, and this group 
buys only 10 per cent of the country’s 
washing machines. 

4. There are fewest 
farm sales. 

5. The need for laundry equipment 
is greatest in rural regions as the 
farmer cannot take his clothes to the 
laundry. 

6. There is the least competition for 
business in rural regions. 

7. Farm women are busy, often 
taking care of chickens and gardens 
as well as homes, need as much relief 
from drudgery as possible. 

However, even though farm laun- 
dry selling is logical, nevertheless it 
isn’t necessarily going to happen with- 
out effort. A lot of other people, 
selling plumbing, bathtubs, and even 
trips to Niagara Falls and New York 
City are hot after this surplus farm 
income. Competition isn’t between 
appliance dealers, but between appli- 
ance dealers and a half a dozen other 
types of business. 

“Just how,” nearly every electrical 
dealer asks when this subject is 
broached, “am I going to go after 
farm business? You know what it 
costs to travel. Are we going to run 
our automobile expense beyond all rea- 
son making cold turkey calls on farm- 
ers?” By way of answer here are 


trade-ins on 
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With the fourth big income year coming 
on, the farmer has velvet for a few luxuries. 


several successful methods used in get- 
ting this business. 

Dealer Number One. He realized 
that women spend eight dollars out of 
every $10 disbursed by the average 
family. He realized that his store was 
not a particularly attractive place to 
women so he set about preparing a rest 
room that was inviting, and offered a 
place for farm women to sit and chat 
when they were in town. In short, he 
prepared a natural meeting place. 
Next he put his wife on the job. She 
was -a woman with a great deal of 
personality who interested herself in 
all kinds of civic and church affairs. 
She volunteered her husband’s store as 
a meeting place. She saw to it that 
invitations were sent to prospective 
and customer farm women as well as 
women located in the town. Some- 
times invitations were in the form of 
newspaper or hand bill advertisements. 
Traffic in the store was increased by 
many thousands per cent, and these 
farm women were profitably exposed 
to carefully selected, long profit mer- 
chandise. 

Dealer Number Two. He employed 
a veteran teacher from a rural school 
presumably as a stenographer and 
bookkeeper during her summer vaca- 
tion. As a matter of fact she was 
practically the sales manager. He had 
her spend most of her time driving 
about the countryside, stopping to see 
the farm women she knew and visiting 
with them about neighboring farm 
women she didn’t know. She talked 
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Saturation is lowest in the country, there are 


few trade-ins, and — the farmer has money 


with those whose children had gone 
to school to her, and she reminisced 
with her old pupils. She got into the 
farm home. Her job was to observe 
the conditions of these homes, the 
things that were there and that were 
needed. After she had driven out of 
sight she made notes. It wasn’t long 
before the farm women would return 
her visit at the store. On consulting 
the card she refreshed her memory 
about what that particular farm 
woman needed and managed to call in 
one of the salesmen who gave a dem- 
onstration and actually sold the sale. 
Dealer Number Three. He trained 
two pleasing young men as to the 
features and operations of large ticket 
merchandise—the home appliance items 
—and he sent them out with small 
covered trucks carrying radios, refrig- 
eration or anything that was in season 
including power washers. They were 
instructed to call on every farm no 
matter whether on main lines or back 
roads. They tried to make a demon- 
stration on every stop. They, too, let 
their eyes work fast and noted the 
things that were needed. If the farmer 
had electricity they sold him electrical 


The farmer has paid off indebtedness, and 
torn up the notes he owed the bank. Farm 
debt is 2 billion less than in 1930. 


jobs, otherwise gasoline powered wash- 
ing machines. 

Dealer Number Four. He couldn't 
get out to the country, so he developed 
a “business bible”. It carried a listing 
of every farmer in his territory. It 
told the size of his farm, the size of 
his family and some estimate as to his 
financial condition. It showed whether 
he had electricity or not. It listed an 
inventory of everything he had in the 
farm and how old everything was. It 
supplied the same informotion about 
the important things in his farm house. 
Whenever he was in contact with a 
farmer this bible permitted the dealer 
to present a sales story intelligently. 

You ask, “How in the world can I 
get together such data for a business 
bible?” There are many ways. In 
many sections it is even possible today 
to get an airplane map of your trading 
district which shows every farm. You 
can get somebody around an abstrac- 
tor’s office to write down the names of 
the owners of these farms, and possibly 
give you an idea of the mortgages 
against them. Around the county 
courthouses there are some pretty good 
guessers who will furnish, for a stipu- 


Out beyond the city limits—where the side- 
walks end—is the best business for washers. 
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lation, estimates as to what farmers 
are worth. Farmers who know the 
neighborhood can supply a pretty com- 
plete picture of what their neighbors 
own in the way of household improve- 
ments. Such a business bible is not 
difficult to compose. 

Every electrical dealer who is get- 
ting gasoline-powered washing ma- 
chine business has one thing in com- 
mon with the other,—he has some one 
person in his store responsible for 
farm solicitation and farm sales. It 
isn’t possible to sit tight and expect 
business to just walk in. 

By now, both the dealers and farm- 
ers have gotten over the idea that 
the REA is going to electrify all 
farms. Of the 6,800,000 farm homes 
in the United States, about five out of 
every six do not have electricity to- 














































day. If the present nip and tuck rate 
of electrification of rural America is 
maintained by private and public utili- 
ties—and this is doubtful—it will take 
twenty years before even one-half of 
the farms in this country will be con- 
nected to highlines. Even then, in 
1958, there will still be about three 
and one-half million farms without 
electricity. However, even if the farm 
is electrified, it becomes an even better 
prospect for electrical appliances. 
Moreover, the change-over from gaso- 
line-powered washing machines to 
electric is merely a matter of loosening 
a few bolts. 

The years 1938-1958 are going to 
reward dealers who go after farm 
washer business. The odds are all 
for action out in those areas where the 
sidewalks end, 





PAGE 33 












Dealers Report on First Year’s | [ 
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PRODUCT 


“In our 25 years of appliance 
experience, we have never had 
any appliance which gave us as 
many advantages as the Bendix 
Home Laundry.” 


HERBERT KNAUF 
The W. W. Mertz Company 


Torrington, Conn. 


Fiat) 
Bh a 





POLICIES 


“As an electrical appliance dealer, 
I want you to know that I am 
fully in accord with your poli- 
cies, your methods of promotion, 
your advertising set-up, and also 
the method in which my distrib- 
utor handles my problems and 
difficulties.” 


EARL L. McCOY 


McCoy’s, Norristown, Pa. 
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WELVE months ago, the Bendix Home Laundry, Successor 

to the Washing Machine, was introduced. At that time certain 
definite statements were made regarding this revolutionary prod- 
uct and its sales and profit possibilities. Bendix proposed to put 
profit back into the washing machine business. Here is what 
the Bendix Franchise offered selected dealers: 


1. A product that revolutionizes the washing machine business. 

2. The most generous discounts in. major appliances. 

3. One model, which means rapid turnover... greater profits. 

4. No yearly models...eliminates obsolescence losses—creates 
greater profits per unit. 

5. Longer gross dollar profit per unit sale than any other major 
household appliance. 

6. The most powerful advertising and sales promotion drive ever 
put behind an appliance of this kind. 

7. The backing of one of the strongest and best known names 
in American business. 


Now is a fitting time to make a report of how the statements made 
in the original advertisement were fulfilled. It is also fitting that 
voluntary letters from Bendix Dealers make up this report. They 
show far better than anything we ourselves could say just how 
successful the plans and policies of Bendix Home Appliances 
have been for Bendix dealers. These reports are typical of hun- 
dreds received from Bendix Dealers. 


J. S. SAYRE, Vice President and 
Director of Sales, Bendix Home 
Appliances, Inc., South Bend, Ind. 


BENDIX 


HOME LAUNDRY 


Washes . . Rinses . . Damp-Dries . . . AUTOMATICALLY 





PRICE 


“We also want to commend you 
on the discount structure as set 
up for the merchant or dealer. It 
really gives the merchant a 
chance to at least make the neces- 
sary profit needed so badly now- 
adays to be encouraging at the 
end of the fiscal year.” 


R. L. STOWERS, 
Benedict & Gingrich 
Pasadena, Calif. 





PROFIT 


“Ie is a product with so much 
sales appeal that price-cutting is 
never necessary; therefore, insur- 
ing ample gross profit to us.” 


RAY W. BADGERO 
Walz Hardware Co. 
Saginaw, Michigan 
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Experience with BENDIX | 
THE WASHING MACHINE 


ADVERTISING 


“The Bendix national advertising 
seems to be pulling very effect- 
ively and I am particularly 
impressed with the testimonial 
advertising now run, as Bendix 
being so revolutionary, it has 
naturally had some resistance 
from people who would not 
think it possible.” 

B. B. PIERCE, Mgr. 

Appl. Dept., The Bon Marche 


Seattle Washington 











SALES PROMOTION 


“We feel also that we owe a large 
part of our success to the splendid 
cooperation of the Bendix fac- 
tory, who have gone right into the 
field with us—with national adver- 
tising, with sales promotion mate- 


tial and suggested selling plans.” = —— = a 4 j 
J. F. D. BERCHTOLD at : 
Berchtold Home Utilities Co. re 


Chicago, Ill. / 


FOR BENDIX DEALERS |) 70 —NariONAL 
SK LOISTRIBUTOR|FOR FULL DETAILS 
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We were 


the nut. 


now down to the meat of 


Interested in the work were 
practically all makes of ironers in the 
territory—(A.B.C., Apex, Easy, Gen- 
eral Electric, Hotpoint, Ironite Kel- 
vinator, Maytag, Norge, 
Thor, and Westinghouse. ) 


Meadows, 


The next step was the appointment 
of the following small committee to 
solve the problem from that point :— 
George Dickey, chairman, Thor Paci- 
fic Co.; A. C. Scott, Apex-Rotarex 
Co.; F. S. Fenton, Easy Washing Ma- 
chine Co.; D. H. Capelli, 
Electric Co.; C. T. Bauman, Westing- 
house Electric Supply; Bert W. Rey- 
nolds, Pacific Gas and Electric Co. 

This drew up a plan, 
utilizing the remedies suggested by the 


Graybar 


committee 


larger group, with the purpose of put 
ting ironing machines in their proper 
place as an accepted item of merchan 
dise with the public and a 
profits to merchants, salesmen and pro- 
ducers. 


source of 


The plan had the 


tives: 


following objec 


1. To create a larger ironer market; 
not just to vie with one another 
exclusively to sell the few pros- 
pects who have already decided to 
buy. 
To teach purchasers how to use 
their homes through 
the use of specially trained teach- 
ers rather than salesmen: 


ironers in 


a. to overcome the Number One 

obstacle in an ironer 
pect’s mind (“that she can- 
not use it and do 
work” ) 


pros- 
gor vd 


b. to make purchasers enthusi 
astic users 
c. to make users good boosters 


To make ironer sales more prof- 
itable and appealing to retail sales- 
men by relieving them of all re- 
sponsibility for instruction in the 
use of an ironer after it is sold. 
To decrease the dealer’s cost of 
selling ironers and 
volume: 


increase his 


a. by removing public objection 
Number One 

b. by securing the retail sales- 
man’s interest and giving 

him a more productive sell- 

ing technique 

by enlisting the cooperation 

of wholesale distributors to 

insure the successful opera 

tion of the entire plan. 


To sell ironers on the 
the value they will give on flat 


basis of 


pieces and simple garments and 
refrain from featuring shirt iron- 
ing in and 
also. to 


TIME 


presentations 
demonstrations ; 


sales 
store 
benefits of 
SAVING, LABOR SAVING, 
MONEY SAVING and BET 
TER RESULTS, rather than fea- 
tures. 


stress the 


Step by step, in several meetings 
which followed, a plan was worked 
out whereby the retail price of electric 
ironers would be raised $10.00 over 
the regular price for the period Au- 
gust 15 to December 31, in the city of 
San Jose and its immediately adjacent 
town of Santa Clara. 
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A “Guinea Pig” for the Lroner Business 





San Jose was chosen for the prov- 
ing ground area for many reasons— 
had displayed a 
marked spirit of cooperation. The San 
Jose Unit of the Electric Appliance 
Society was one of the most outstand- 
ing for progressive action on cam- 
paigns of all types. The majority of 
stores stood out in the merchandising 
field for their high quality. The local 
utility was in close harmonious rela- 
tionship with the dealers. Its geo- 
graphic location afforded comparative 
isolation from the influence of larger 
metropolitan centers, while its popula- 
tion was sufficiently large and varied 


its dealers always 


to make convincing results possible. 
All in all, it was felt to offer as fertile 
a test field as could possibly be found. 

The primary purpose of the $10.00 
increase is to provide competent in- 
struction in the home to the purchaser 
of an electric ironer and on this basis 
three such lessons are made mandatory 
in the plan. Since these !essons cost 
but $6.00 of the $10.00 increase, the 
expenditure of the additional $4.00 is 
being made flexible, subject to the dis- 
cretion of a committee of distributors 
appointed by the Electric Appliance 
Society of Northern California and 
dealers appointed by the San Jose 
Unit of the Society. For the first 60 
days of the plan, the additional $4.00 
is being split so that $2.00 may be 
utilized to give one in-the-home lesson 
on any electric ironer purchased prior 
to the inauguration of the Test Plan. 
The remaining $2.00 is to be given to 
the salesman as a bonus. 

Prior to the completion of the plan 
by distributors, local committees of 
leading dealers, who were members of 
the San Jose Unit of the Electric 
\ppliance Society, were consulted, and 





CONTINUED FROM PAGE II 








the following joint committee was ap- 
pointed :— 
C. R. Van Sant, 
Retailer. 
M. Downing, 
Retailer. 
’. H. Williams, 
tailer. 
Frank Accardi, 
Co., Retailer. 
Ross Van Gundy, Pacific Gas and 
Electric Utility Co. 

A. C. Scott, Apex-Rotarex Co., Dis- 
tributor. 

George Dickey, Thor Pacific Co., 
Distributor. 

C. T. Bauman, Westinghouse Elec- 
tric Supply Co., Distributor. 

Bert W. Reyno!ds, Pacific Gas and 
Electric Utility Co. 


chairman, Hart’s, 


Farmers’ Union, 


Hale Bros., Re- 


Nathan-Dohrmann 


After several meetings of this joint 
group, final details were completed and 
the program was officially set for 
launching at the appointed date. 

It was felt that the purpose of the 
plan was not to create sales artificially 
as during a campaign but to create a 
normal flow of ironer business through 
removing the obstacles that have 
dammed up this stream. 

All present agreed to maintain the 
$10.00 increase in price during the 
entire test period and otherwise to 
adhere to the rules covering the plan. 
Distributors pledged themselves to re- 
frain from offering prize money or any 
other special inducement to salesmen 
of retail dealers in the Test Plan area 
during the period of the program and 
also agreed to make available to each 
of their dealers competent teachers to 
give instruction to the purchasers of 
ironing machines in the Test Plan 
area. In this connection, retail dealers 








“My Wife Made Me Stay Home and Listen to the Radio Last Night" 


were impressed with their responsj- 
bility of relieving salesmen from any 
part in the giving of instructions og 
the use of the ironing machines after 
they were sold. 

To provide an authentic record g9 
that results may be definitely checked, 
cards have been provided for the 
dealer to fill in on each ironer sold, 
These cards bear a serial number and 
are provided with stubs for the dealer’s 
own record, the other portion of the 
card being sent to the proper distribu. 
tor. For the initial series, three types 
of cards are provided. One is to pro- 
vide a record of the three lessons 
given to the purchaser of an ironer, 
the second card for the lesson given to 
the present user of an ironer, and the 
third for the salesman’s bonus. All 
three cards bear the same serial num- 
ber for ease in checking. When an 
ironer is sold, the purchaser is pre- 
sented with a certificate entitling her 
to the three lessons. 

Although the purpose of the Test 
Plan is not to increase sales for a 
limited period, as in the case of a cam- 
paign, but rather to lay a firm founda- 
tion for a gradual, healthy up-swing in 
the ironing machine business, adver- 
tising must necessarily play an im- 
portant part in the program. In the 
first place, women must be told of the 
lessons available by expert teachers 
and they must be convinced that they 
can learn to iron to their entire satis- 
faction. They must be made to think 
of ironers and to realize their impor- 
tance as a time- and _labor-saving 
appliance in the home. 

Naturally, this is the job that ad- 
vertising must accomplish in order to 
bring the woman into the dealer’s 
store. For this purpose, the Electric 
Appliance Society has planned a 
unique, attention-compelling program, 
designed to attract the woman and 
written in language that will be under- 
standable and convincing. These ad- 
vertisements are being placed weekly, 
during the Test Plan period, in the 
two San Jose daily newspapers with 
the provision that the Society ad may 
run only if newspapers secure tie-in 
advertising from local dealers to equal 
or exceed the 45” of space in each 
Society ad may run only if newspaper 
secure tie-in advertising from local 
dealers to equal or exceed the 45” of 
space in each Society ad. 

This newspaper advertising is being 
supplemented by sadio spot announce- 
ments, display cards for dealers and 
other selling ads. The advertising 
campaign for the Test Plan has been 
planned and will be placed by the 
Jean Scott Frickelton Advertising 
Agency in San Francisco. 

To cooperate to the fullest, the 
Pacific Gas and Electric Company is 
assisting in training teachers, provided 
by the distributors, for the in-the- 
home lessons and is rendering other 
valuable support. 


At the present writing, the plan is 
just getting under way and it is too 
early even to predict what the ulti- 
mate outcome will be. However, with 
all dealers and suppliers cooperating 
100% and with tremendous enthust 
asm, in this unusual event, the Elec 
tric Appliance Society of Northett 
California feels that the outcome will 
be successful. 
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a The household advantages of Alle- 
4“ a gheny Stainless Steel are popular- 
‘ ly known and universally accepted. 
Every modern housewife is readily 
> being familiar with the practical virtues 
ounce: of this tough, rust-proof metal. Be- 
ot = COMPLETE LINE OF cause of this popular preference 
Ttising and wide consumer acceptability . . 
s been IRONERS the top number, deluxe Model “A” 
by the IN A POPULAR PRICE RANGE Speed Queen is now equipped 
>rtising with an Allegheny Stainless Steel 
tub, making it by all odds the fin- 
est washer on the market today. 
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PD!P you ever see a cat spinning 

around—trying to catch its own 
tail? The cat never quite gets around 
to where the tail is at the right time. 
Lots of action—but no results! isn’t that 
just about the situation with the wash- 
ing machine industry today? Lots of 
action—but no profits. 


The time has evidently arrived when 
women consider that because some ma- 
chines sell at give-away prices—all ma- 
chines of the same type should sell at 
about those same low figures. 


No Profit 
In Standardized Merchandise 


As soon as merchandise becomes 
standard—profits disappear. Grocers 
never become very elated over their 
profit on sugar. Hardware dealers 
don’t exactly “‘whoop it up” when they 
figure the profit on nails) Why? They 


WaterT 
reverend 
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are selling standardized products—the 
same as everyone else in town. 


And that’s why there’s so little profit 
left in selling most washers on the 
market today—most of them are peas 
from the same pod. 


Now a New Story 


Until Water Flex came on the market 
with its entirely ngw method of washing 
clothes by water action alone, all a 
dealer had to talk about was the minor 
differences between his various washers. 
But with Water Flex he has a new and 
more attractive story. He can use the 
convincing Water Flex demonstration 
to trade his customer up to a machine 
where he can make a real profit. 


Once a woman sees how Water Flex 
saves wear and tear on clothes—sees 
how it cuts her soap bill in half—sees 
how it washes her fine wool blankets, 
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her laces and silks to absolute perfec- 
tion—she is willing to pay the slight 
extra amount it costs to own a Water 


Flex. 


A Convincing Sure Fire Closer 


When you sell Water Flex washers 
you have a complete, convincing dem- 
onstration exhibit that is a sure fire 
sales closer! Many dealers are proving 
that it builds sales and profits where 
there were none before. 


Why don’t you use a Water Flex 
equipped washer to get out of the sales 
rut? Write any one of our licensees for 
complete facts on the machine that can 
put profits back in your washer busi- 
ness. 


Beam Mfg. Co. 
Webster City, Iowa 


Onward Mfg. Co., Ltd. 
Kitchener, Ontario 


Coppes, Inc., Washer Division 
Nappanee, Indiana 
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Ace Hoover 
Salesmen 


tell ef fective 


T HAS been some _ thirty-odd 
| years since a Canton janitor ap- 

proached a local firm of leather 
manufacturers, named Hoover, with a 
brand new idea for cleaning floors. 

In honor of the event there gath- 
ered in North Canton, August 8 to 
12, some 278 “maximanagers” from 
all parts of the country, for a camp- 
ing out session on the old Hoover 
farm and a chance to compare notes 
on how business was going the first 
few months of 1938. 

Business has been going very well 
for the field manager from Des 
Moines, Iowa, who, with an average 
of thirteen salesmen has been turning 
in around 23.5 orders per week for 
the first six months of 1938, with 
only 5.6 per cent reverts. Des Moines, 
incidently, led the parade of hot shots. 

Secret of the Hoover success, it 
was brought out, consisted in having 
the field manager work closely with 
the new men immediately after they 
completed their book training. Giving 
them a chance to taste new business, 
and to work gradually into the pic- 
ture, was the key to the accomplish- 
ments of the outstanding visitors. 
Comments of some of the field man- 
agers ran as follows: 

Pittsburgh field manager: “Get man 
started as early as possible. Have per- 


1938 Methods. 


TOP TO 
BOTTOM 


Sales manager W. W. 
Steele proved that 
$33.47 weekly incomes 
can be made canvass- 
ing in 1938 


Autograph collecting 
hobby does not spare 
appliance men, F. G. 
Hoover finds 


For four days D. K. Col- 
vin smoked foot long 
cigars and listened. 
Fifth day he spoke 
about advertising 


President H. W. 
Hoover. On his grand- 
father's farm the camp 
meeting was held. Here 
as a boy he drove two 
cows to pasture for $1 
a week, threw in free 
milkings as a bonus for 
his money. President 
Hoover travels exten- 
sively, is often mistaken 
for the former U, S. 
president, no kin. 
Movies are his hobby, 
and he has had his tur- 
retted camera mistaken 
for a new kind of ma- 
chine gun in foreign 
custom offices. 



























































































































































































































































































































Thirtieth ‘birthday of 
vacuum cleaner cele- 


brated on camp grounds 
at North Canton, Ohio 


sonal leads ready. You can pick them 
up around a cigar store. Have your 
new man hold a demonstration book 
and check the supervisor. Later the 
supervisor gets in background. In the 
‘talk over’ the new man brings out his 
own mistakes. The supervisor doesn’t 
point them out.” 

Seattle field manager: “I spend the 
first half hour getting acquainted with 
the man I am to go out with. I see 
that we make our first sale quickly, 
which convinces the man that the 
procedure he has learned out of a 
book is O.K.” 

Declares A. J. Haight, executive 
sales manager of the west for Hoover: 
“The supervisor must not work with 
too many salesmen. Don’t spread out 
too much. Prove your case to fewer 
men. Find out the salesman’s objec- 
tions and satisfy him. Instill confi- 
dence. Get three demos a day, one 
husband call; follow through.” 

The Hoover Company uses very 
complete reports on calls, F. H. Gilli- 
land pointed out, and this permits 
men to avoid scattering shots. Per- 
sonal leads, call backs, or user calls 
(Hoover men call on new customers 
after ten days to get leads), “outs,” 
and husband demos are all jotted down. 
A positive record permits the sales- 
man to know just what to do, Mr. 
Gilliland declares. When demonstra- 
tions are made, the model used is 
recorded, whether left on approval 
(from 50 to 80 per cent are left). 
This opens the door for a much prized 
husband demonstration. The method 
of contact is put down for future 
reference—whether the lead came from 
old or new sources. This is important 
as the salesman must constantly add 
new blood, or his list will play out. 
Age of cleaner owned, service, hus- 
band data (where he works, plays, 
etc.) is a part of the record. 

(Please turn to page 42) 






































PROVING THAT A MAN CAN MAKE THE 
MONEY HE WANTS, IF HE WILL WORK 

Twel $33.47 m F EVERY MONTH BROUGHT GOOD CLEANER 

oe ee rr a BUSINESS TO THE DES MOINES GROUP 

Earnings Per Week Here's the batting average for his crew for first six months, 1938: 
¢ aie Ave. No. Salesmen Ave. per Salesman per Week Net Retail Sales 
Previous - Actual Husb ee ¥ 
Record Needs Income Demo Demos Month On Reporting Reporting Demos. Husb. NetRet. % Retail 

No. 1 $28.00 $35.00 $27.49 11.2 6.6 List earnings 6 Husb. Demos. Sales Closes Cleaners Price Reverts 
No. 2 25.00 35.00 34.66 12.8 6.0 Demos. 
3 a 31.00 39.34 13.0 6.0 January 13.3 9.0 he 14.1 7.5 114.38 12.4 85 $6062.25 9.6 
Oe 2. 2 ae February 13.5 10.5 9.0 12.0 62 137.82 163 101 744250 38 
+ 6 24.00 25.00 29.11 15.0 6.5 March 14.0 10.6 8.0 1423 62 119.86 14.7 115 8390.25 9.4 

0. 7 20.00 95.00 9995 132 68 Apri j ’ 6 
Re $002 $500 S28 122 $8 | | Ami 6 t22 105 go tk Gs wad 17S oe 1780 38 
No. 9 17.50 25.00 2862 116 4.4 ay » 65 120 55 16598 11. ; 
oa 7 _— Pye ag 14.4 6.4 June 12.4 11.0 8.2 12.8 6.3 135.67 14.8 111 8411.75 4.2 

0. t t 5.75 13.0 5.8 
No.12 50.00 45.00 46.26 13.2 7.8 Total 612 $44,920.25 

Average per 
Average $28.60 $31.33 $33.47 12.8 6.3 Week 13.0 a oo 12.5 64 $132.90 15.3 23.5 $1727.70 5.6 
/0 oO 
‘ 
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Whenever a prospect small 
says “What’s That?” you have fered 
“ a head-start on the sale. The want 
‘ ut y AT? Hotpoint Thriftivator makes stead 
q VBS @ ’em say “What’s That?”—Then in in 
in you start selling the features ing t 
of the washer. Remember — it gatio 

is easier to sell the Thriftivator the 
than to compete with it. er 
7 
pros} 
- a Sp 
Everything New! Get ready now to put — 
on a real washer sales activity during “National the r 
Washer and Ironer Week,” October 23 to 29. You she 

aaa still have time to get all the facts about Hot- what 
— : : alks 

stbeing 4 Sd point’s 4 BIG PROMOTIONS for getting soiad 
6 ot | prospects into your store. going 
—- ; ; Everything is new and attractive in these og 
~. ty 7 4 BIG PROMOTIONS —Typical Hotpoint is te 
thoroughness in planning insures you of a com- i 
_ a , plete program that will get for you a lion’s share the 
of the washer and ironer business that will be — 
stirred up during the national activity. partn 
Get in touch with your Hotpoint distributor 

today and see for yourself the record-smashing field 

sales value in these 4 BIG PROMOTIONS. a 

1¢ 

EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. ei 

5620 West Taylor Street, Chicago, Illinois Gitl 
when 
can : 
a da 
ber 
bette: 

buys 

$14,0 

Tever 

ELE. 


PAGE 40 





SEPTEMBER, 1938—ELECTRICAL MERCHANDISING 























Ace Hoover 
Salesmen 


eee CONTINUED FROM PAGE 39 commen 


“It's all up to the field manager,” 
stated Mr. Gilliland. “Salesmen are | 
not by nature systematic. The field 
manager must force him to make | 
money. and to do so requires con- 


stant keeping of records in order 
that the salesman may make his time 
count.” 

In discussing ways and means of 
obtaining admittance to homes, W. S. 
Williams declared that the worst tech- 
nique was in forcing one’s way in. 
A good method is to introduce self, 
ask to speak to Mrs. A., and never 
let the maid relay the message. 

Getting in by the method of con- 
fusion was not advised. One sales- 


man requests the maid to ask Mrs. | 
A if she’s taking advantage of the | 
current flowing through the home. | 


The maid tells the madam that “she 


didn’t get it at all” and that brings | 


the Mrs. A. to the door. The field 


manager of St. Louis said his method | 
consisted in treating the maid like a | 


lady, in saving that he was Mr. So- 
and-So irom Famous-Barr and would 
like to speak on an item of impor- 
tance. Dave repeats this to the lady 
of the house, starts his foot forward. 
He comments on something in the 
place, states that she is one of a 
small number of customers being of- 
fered a complimentary service. He 


wants to present the story to her in- 


stead of the maid, as she might not be 
in in the future. The store is offer- 
ing to clean a rug. There is no obli- 


gation as “we are paid according to | 


the number of homes we_ show 
Hoovers.” 
The field manager from Dallas tells 
prospects that he has come to present 
a special home service. Will clean 


one rug and one piece of furniture. | 


He has a number of appointments in 
the neighborhood, can he call back at 


9am. “May I see the rug I’m fixing | 


to clean?” he asks, “I want to know 
what kind of cleaner to bring.” He 
talks about his color restorer, and 
spends some time selling what he is 


going to do, tells prospects that it | 


would cost from $3 to $5 to get this 
done elsewhere. Reason for this talk 
is to prevent prospects from can- 
celling appointments. 

Getting into high class homes is 
the thing today, agreed the Phila- 
delphia field manager. An_ introduc- 
tion from the house furnishing de- 
partment of the Hoozus Department 
store, made by Mr. Doakes of the de- 
partment, was effective, he found. The 
field manager asks to make tests of 
rugs and furnishings. He uses infor- 
mation operators’ criss cross direc- 
tory, and in the best places employs 
girls to telephone for appointments. 
Girl gives same introduction, says 
when man will arrive. Some four girls 
can set up thirty-five to sixty demos 
a day. This has increased the num- 
ber of department store sales. With 
better homes some 80 per cent of the 
buys were for cash, and out of 
314,000 business, less than 2 per cent 
Teverte:|. 



















BUSINESS eee 


HOTPOINT 


Every home with a “kitchen sink” is a logical 
prospect for this modern Hotpoint Combination 
Dishwasher Sink and Kitchen Waste Unit. 
Think of the attention a salesman can get 
when he shows women how to end the two 
most disagreeable tasks of the kitchen — gar- 
bage tending and hand dishwashing. 
Hotpoint Kitchen Waste Unit banishes the 
messy garbage pail. Whips food waste to a clean, 
flowing liquid and swishes it down the drain. 
And that’s not all. The new Hotpoint Com- 
bination Sink has that sleek, clean and shining 
modern beauty that women crave nowadays. 
So you can see that it’s a real “bag of tricks” 
for the alert appliance dealer. 
Ask your Hotpoint distributor to tell you 
the story about this new opportunity that is 
knocking at the door of the appliance business. 


EDISON GENERAL ELECTRIC APPLIANCE CO., INC. 
5620 West Taylor Street, Chicago, Illinois 


HERE'S ANOTHER 
“BAG OF TRICKS” 
FOR GOING AFTER 






DISHWASHER SINK 


Hotpoint self-cleaning 
Dishwasher opens at 
front, leaves top work 


surface free. 


AND 

























KITCHEN WASTE UNIT 


Can Produce Magical Sales Results for You 
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The Adder-that subtracts 


from your profits 


@ The old fashioned electrical cord is 
a “snake in the grass.” It handicaps 
your sale of appliances. Furthermore, 
many have to be repaired or replaced 
long before the usefulness of the appli- 
ance is over. As a responsible dealer 
you try to maintain the good will of the 
customer with costly service calls. And 
there’s no profit in such transactions. 

Your customers know about Cord- 


itis. Consistent Belden advertisingin 


—ad s di lectrical cords; 
*CORDITIS cnc soar ax faved coe ond broken 


plugs. It causes severe mental irritation and violent nervous 


disorders among electrical appliance users. 






Good Housckeeping 
%, + Institute - 


OV Stng gone Ore 





Appliance Cord Sets approved by Good Housekeeping 
Institute, listed as standard by Underwriters’ Laboratories, 
Inc., and certified by Electrical Testing Laboratories. 














BELDEN 


Saturday Evening Post, Time, and 
Good Housekeeping adds salability to 
your products equipped with Belden 
Corditis-free electrical cords. 

Millions of Belden Corditis-free 
cords are used annually. You can spec- 
ify them on practically every type of 
electrical equipment—and cut Corditis 


out of your sales and service picture. 
Belden Manufacturing Company 


4663 W. Van Buren St., Chicago, III. 






ADVERTISED 


ELECTRICAL CORDS 
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TELLING THE CUSTOMER 
THE TRUTH PAYS 


ELLING the truth to the cys. 
tomer always pays. Here are 
two entirely true stories from |’rottas 
& Levitt, home furnishing department 
store of Seattle, Wash. The firs; 
deals with a customer who had selectej 
for himself a $129 oil burner for jp. 
stallation in his home. The salesmay 
examined the residence and came to 
the conclusion that a smaller burney 
would do the work. So he 
mended one which cost $90. 
tomer was insistent, but 
store. Finally they persuaded him to 
allow them to install the smaller 
equipment, on the understanding that 
if it were not satisfactory they would 
take it out and replace it with the 
larger at their own expense. A week 
or two later, the new owner called up 
to report enthusiastically that his ney 
furnace kept the house so warm that 
he had to learn how to turn it off, 
Ten oil burners—count ’em—10—were 
sold to neighbors to whom this man 
told the story of how the store had 
forced him to save $40 which he had 
been trying to make them a present oj. 
The other tale is of a man with a 
sick radio who had been told by an- 
other dealer that repairs would cost 
him $30 and that he had better buy a 
new instrument. The man felt that 
the cost was somewhat excessive and 
decided to ask Prottas & Leavitt's ad- 
vice. They found that the difficulty 
was really a simple matter and made 
the adjustment at the cost of a dollar 
or two. There was no sale made here. 
But how many times do you suppose 
that story has been told, with names 
and figures, by the man and the man’s 
wife over the dinner table, at the 
meeting of the church society, at the 
club? And Prottas & Leavitt in the 
end were by no means the losers. 
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SELLING SERVICE TO 
COMPETITORS BUILDS 
BUSINESS 


ENDERING service to _ their 
thereon has helped Cazin & 
Houtz, electrical dealers of Evanston, 
Wyoming to build up their business. 
The firm is proud of its service depart- 
ment and has a thoroughly equipped 
shop and a trained staff to care for 
repairs and reconditioning of appli- 
ances. All of the electrical firms who 
sell in this section of the country are 
not so outfitted—and Cazin & Houtz 
have made a point of offering the use 
of their department to those firms 
which are in good financial standing. 
This is done on a 30-day basis. 

The competitor takes the repair job 
in his own store or picks it up at the 
customer’s home and delivers it t 
Cazin & Houtz, who do the work and 
bill the store in confidence at a lower 
figure than they charge their own 
customers. The dealer may charge any 
price he likes, but the agreement is 
that it shall equal or exceed theirs 10 
him. 
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WESTINGHOUSE AUTOMEA 
ELECTRIC ROASTERS ! 


4. GRAND CASH PRIZES! 


TINGHOUSE AUTOMEAL 
4 GRAND CASH PRIZES poe EVERY ae 


EVERY WEEK! 


PRIZE—5100 2 month for one year 
3 SECOND PRIZES—Each $25 2 month for one year 


Six weekly Crisco Contests— 
24 winners of salary prizes in all! 


© WIN! Just complete this sentence? =o 


EASY T “an Crinco Secaune 


for happw 


I - write 25 ADDITIONAL WORDS OF <a mer 
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“RED HOT’ CHRISTMAS APPLIANCE SPECIALS 
So hot they sizzle! Severi gift appliances of proved Westinghouse 
quality offered at sensational sale prices for your Christmas trade. 


SENSATIONAL VACUUM CLEANER SPECIALS 
Guaranteed Values ... Long Discounts ...on brand new 1938 
Westinghouse models! Sensational Value Parade Specials. 


> VEm ¥ nee NEES 
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Westinghouse 


AUTOMEAL 
Electric Roaster 


Featured In Quarter Million 
Dollar Advertising Program 


Full Color, Full Page Ads in Major 
National Magazines 


Seven Weeks of Radio Broadcasting With 
Crisco’s Famed Vic and Sade 


Big Ads in 250 Local Newspapers—Dis- 
plays, Tie-ups in 400,000 Grocery Stores 


Thousands of Contest Entrants — and 
Every Entrant An Automeal Prospect 


Cash Prizes for Westinghouse Dealers 
Distributing Entry Blanks to Winners 


the ) 


\\ CAN CASH IN ON THIS 
\ POWERFUL PROGRAM 
Ask your Westinghouse representative or mail this 


coupon at once to Westinghouse Electric & 
Manufacturing Company, Dept. 849, Mansfield, Ohio. 


Please let me have complete details on— 


Westinghouse-Crisco Automeal Elec- 
tric Roaster Contest. 


Westinghouse Value Parade Traffic 
Appliance Promotion. 


Westinghouse Value Parade Vacuum 
Cleaner Sales Program. 


Name. 
Address__ 
City__ 


WESTINGHOUSE 
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Low price’ “Leader” 
Ironer identical in 
appearance to model 
shown above, ex 
cept for twin 
thermostats. 


| 
. 
| 


ver nous Weastinghouse 
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Gas engine wash- 
ers in 3 popular 
sizes —- to meet 
increasing 
rural de- 
mands. 
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A 6-DAY SALES OPPORTUNITY — 


for Alert, Aggressive Appliance Dealers 


Use this calendar as your sales guide—as 


your guide to increased sales during National 


Washer and Ironer Week. 


For the Family Washing, THERE'S NO PLACE LIKE HOME 


The American Washer and Ironer Manufacturers’ 
Association has set aside the week of October 
23-29 as a national week of concerted effort by the 
entire industry to get this story told—and told in 
a forceful way. You, as a seller of washers and 
ironers are invited to cooperate, invited to make 
this week the greatest sales week of the entire year 

invited to share in the immense profits that are 
certain to accrue from intensive efforts. 


Home laundry equipment offers an opportunity 
of lucrative, profitable sales to aggressive mer- 
chandisers—and right now this opportunity is 
enhanced by thousands of housewives now seek- 
ing a way to reduce the family budget. Home 
laundry provides the solution. It saves substantial 
sums in laundry costs—saves time—saves wear 
and tear of clothes. To merely tell this story is 
to make more sales . . . immediately! 


HELPFUL SALES PROMOTION 


to help you make more sales 


To bolster your efforts during National 
Washer and Ironer Week, the Association has 
made available three colorful, attention com- 
pelling, sales promotional pieces. If you have 
not as yet received yours, then wire the Chi- 
cago office of the Association for this needed 
and free material at once. Display it promi- 
nently—it will help you sell. 


“Buy Now’’ Ironer Poster 


Printed in three contrasting colors of red, 
yellow, and black on heavy white paper, size 
1634 in. by 2134 in. deep, it will enhance the 
value of any ironer display. Be sure to use it. 


Washer and Ironer Window Streamer 


Printed in the same harmonizing colors as 
the ironer poster, size 1114 in. deep by 4414 
in. long, it will when placed on your show 
window command the attention of the pas- 
sersby. Employ it as a sales builder. 


Washer and Ironer Display Card 


Printed in three colors on heavy card and 
easeled, it is designed for use in show 
windows and display rooms. Use it together 
with other materials to impress your cus- 
tomers of this special sales event. 





AMERICAN WASHER AND IRONER MANUFACTURERS’ ASSOCIATION 


EXECUTIVE OFFICES: 80 EAST JACKSON BOULEVARD + CHICAGO, ILLINOIS 
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GRAYBAR DISTRIBUTOR 
FOR SOUTHWEST 


CHICAGO—Hotpoint headquarters _ in 
Chicago has just announced the appoint- 
ment of Graybar Electric Company 
Southwestern distributors of the entire 
Hotpoint line of ranges, water heaters, 
refrigerators, dishwashers, waste units, 
Washers and ironers. Graybar offices in 
New Orleans, Beaumont, Houston and 
San Antonio assume responsibility for 
Hotpoint distribution in their respective 
territories on September 1; the South 
Texas operations being under the direc- 


as 


tion of Mr. George Bryant, with head- 
quarters in Houston. The North Texas 
division will be directed by Mr. Law- 


rence Merchant from Dallas headquarters, 
which will take over Hotpoint distribu- 
tion in October. 

Mr. Bryant comes to Texas from New 
York Graybar and has a splendid back- 
ground of successful organizing and ap- 
pliance selling experience, which includes 
the establishment of Hotpoint ee 
ships in Alabama and South Carolina. 

Mr. Merchant has established an envi- 
able reputation by his years of successful 
sales work with Graybar in the territory 
over which he now has supervision. 

W. Turnbull, Hotpoint Vice Presi- 
dent and General Sales Manager, in an- 
nouncing the Graybar appointment, says: 
“We now have Hotpoint distribution serv- 
ice in the Southwest as complete and as 
efficient as it is anywhere in the country, 
even though counties in the Southwest 
have the area of states in the east.” 

Eleven field men will call on dealers 
and utilities under the direction of Divi- 
sional Sales Managers Merchant and 
Bryant. 


REA ANNOUNCES 70 
MORE RURAL GRANTS 


WASHINGTON—The Rural Electri- 
fication Administration has announced 70 
allotments for rural power line construc- 
tion and wiring loans in 26 states total- 
ing $13,175,600. The 12,118 miles of lines 
which this money will build. will make 
electric service available to more than 
40,000 farm families. 

To date REA financing has reached a 
total of more than $122,000,000. Of this 
amount about $31,500,000 has been drawn 
from the $140,000,000 set aside by the 
Congress for REA loans during the fiscal 
year 1938-39. By far the greater part of 
these funds has been used in the con- 
struction of rural power lines, a small 
Portion being used to finance wiring and 
plumbing installations in farm buildings. 
Some of the funds have been used for the 
pemetruction of electric generating plants 

supply rural lines in communities 
Ae local sources of power were inade- 
quate or where satisfactory wholesale 


fates could not be obtained. 
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HOTPOINT APPOINTS | ARMSTRONG PRODUCTS MARKETS 


NEW PORTABLE ELECTRIC IRONER 


J. H. Barnett to Head Sales of New Company 





J. H. BARNETT 


HUNTINGTON, W. VA.—The Arm- 


strong Products Corporation, manufac- 


turers of quality hardware and electrical | 


appliances since 1899, recently announced 
the marketing of a new, low-cost portable 
electric ironer which carries the brand 
name of Armstrong “Porta-Lectric.” 

According to L. O. Reese, vice presi- 
dent and general manager of Armstrong, 
the Porta-Lectric definitely fulfills the 
need for an efficient, compact unit that 
can be priced low enough to be within 
reach of all homes. 

“We have followed very closely the 
sales trend of electric ironers during the 
past few years, and believe that price has 
been a deterring factor in the march of 
ironer sales. However, since the million 
mark has at last been reached and iron- 
ers are as definitely in the sales picture 
as are other appliances, we expect the 
market to open up fast—and with real 











L. O. REESE 


profit opportunity for all concerned.” 

The Porta-Lectric, which weighs only 
26 pounds, will retail at $26.95. Features 
include the product’s portability—it can 
be easily lifted and carried anywhere for 
more comfortable and convenient ironing, 
—ease of operation, simplicity of construc- 
tion, and economy. 

H. Barnett, newly appointed sales 
manager of the Armstrong Electric Di- 
vision and experienced in the field of elec- 
trical appliances for over a period of 
twenty years, states that the Porta-Lectric 
is an exclusive, guaranteed Armstrong 
product. with several patents pending. 
Marketing of the product will be through 
the regular appliance channels and will 
be supported by a complete advertising 
and merchandising program now being 
prepared by the company’s advertising 
agency, Mumm, Romer, Robbins & Pear- 
son, Inc., of Columbus, Ohio. 





They All Cook Electrically! 











Of eighteen employees of the Chariton office of lowa Southern Utilities 
Company, !7 cook with electricity and 16 own Electromaster ranges. Here 
are some of them lined up for their picture. 
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WESTINGHOUSE 
DECLARES DIVIDENDS 





At its regular meeting, the Board of 
Directors of the Westinghouse Electric 
& Manufacturing Company declared a 
dividend of 50 cents per share on the 
common stock, and 87% cents per share 
on the preferred stock of the Company, 
payable August 31 to stockholders of 
record on August 9. 

A. W. Robertson, Chairman of the 
Board, reported that sales billed for the 


first six months were $82,808,754, com- 
pared with $101,861,631 for the same 
period in 1937; a decrease of 19 per cent. 
Sales billed for the twelve months were 
$187,295,430, corresponding to $179,102,- 
495 for the same period in 1937; an in- 
crease of 4 per cent. 

Net income for the six months was 
$4,500,602, compared with $11,331,772 for 
the similar 1937 period; a decrease of 
60 per cent. Net income for the twelve 
months was $13,295,238, corresponding to 
$18,493,085 for the period ending June 30, 
1937. 

Unfilled orders at June 30, 


1938, 


were 


| $50,431,961, as compared with $83,725,878 








at June 30, 1937. 

Orders booked for the first six months 
were $76,713,806, as compared with $142,- 
209,475 for the same period in 1937; a 
decrease of 46 per cent. For the twelve 
months ending June 30, 1938, orders were 
$164,044,392, as compared with $235,850,- 
719 for the same period in 1937; a de- 
crease of 30 per cent. 





Il NEW STEWART-WARNER 
DISTRIBUTORS 


CHICAGO—During 
weeks 


the 
Stewart-Warner 
Chicago, manufacturers 
radios and gas ranges have further 
strengthened their national distributing 
organization with the appointment of the 
following new distributors: 

Griffith Distributing Corporation, Indi- 
anapolis, Indiana; The Ridge Company, 
South Bend, Indiana; B. J. DeJarnatt, 
Fresno, Calif.; W. R. Moore Dry Goods 
Co., Memphis, Tenn.; Kaemper & Bar- 
rett, San Francisco, California: Peaslee- 
Gaulbert Corporation, Louisville, Ken- 
tucky; Hughes-Bozarth-Anderson Co., 
Oklahoma City, Oklahoma; Air-Ola 
Company, Inc., Huntington, W. Va.; 
Reitz Sales & Service, Omaha, Nebraska; 
Graybar Elertric Company, Los Angeles, 
California; Colen-Gruhn Company, Inc., 


New York City, New York. 


past several 
Corporation of 
of refrigerators, 


APEX APPOINTS ST. LOUIS 
DISTRIBUTOR 


CLEVELAND—Charles W. Smith, gen- 


eral sales manager of Apex Rotarex Corp., 


of Cleveland, Ohio, manufacturers of 
washers, ironers, cleaners and refrig- 
erators, announces the appointment of 


the Mayflower Lamp and Sales Company 


as distributor for Apex appliances. 
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PLANS TO FIT FARMERS 


YORK—The 


pace-setter in thr 


plowshare is the 
appliance-finan 
been announced to 
General Electric 

Recognizing that 
back strongly into 
an excellent pros- 
indicated by 
G-E financing 
three plans 
farmers who 
farming. The 
to those who 
ome from dairy 
ified crops to purchase 
onat lar monthly basis, and therefore 
must iit for harvest time to pay off. 
Equipment that may be purchased under 
] announced by GECC includes 
water heaters, dish- 
units, commercial 
home laundry 
air condition 


new 
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plan provides for a 
payment, with the 
equal amounts at the 
end six and eight months 

\ four-payment plan requires a 15 per 

t payment, with 1arter of 
due at the end of three, six, 
months, 
requires a 20 per cent 
with the balance payable 
in eight installments at the end of 3, 6, 9, 
12, 15, 18, 21 and 24 months. 

All features of the G-E cust 
sural plan announced recently 
plans. 
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Two Prize Water Heater Windows 





J. W. Hooherhyde, display manager of Ohio Edison at Akron, took first 
prize in the contest conducted by the National Water Heater Council. 
The heater is set on a turntable and spotlighted as is the geyser in the 


center. 
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Irving W. Clark To Be Manager | 
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G-E EVOLVES FINANCE | WESTINGHOUSE CREATES NEW 


HOME PLANNING DEPARTMENT 


R | 


IRVING W. CLARK 


ELD, 


and new 


use, 
ed the 
r Kitchen 


partment. 


In explaining the optimistic outlook for 
the sale and promotion of electric appli- 
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O.—An optimistic future 
for the sale of electrical appliances in the 
building 
cre ation. of 


market, 
Home Plan- 
, Merchan- 

of 
Imhoff also an- 
. W. Clark, 


Section 


The Pocatello office of the Idaho Power Company took second prize in 
the water heater window display contest with this humorous treatment of 
the subject. The contest was conducted under the auspices of the modern 


Kitchen Bureau. 
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ances in the present dwellings and new 
home market, Imhoff cited the interest 
shown in the planned kitchen merchandis- 
ing field. In 1935 approximately 50,000 re- 
quests were made to national kitchen 
planning organizations for assistance in 
solving kitchen problems, he said. In 1936 
the number exceeded 250,000 and in 1937 
more than 600,000 requests were made. In 
three short years the interested had in- 
creased more than twelve hundred per 
cent. 

Added to this evidence of increased 
interest in modernization is the steadily 
growing new home market, a market that 
has accumulated a “backlog” that must, 
of necessity, be relieved within the next 
few years. Authorities estimate some 
600,000 housing units are needed each 
year in this country; and added to this 
figure is an accumulated shortage of 
dwelling units indicating a — potential 
demand approximating 8,000 dwelling 
units in this country in th next ten years. 
While the actual supply and demand will 
probably not reach this impressing figure, 
it is generally conceded that 50 per cent 
of the potential, or more than 4,000,000 
housing units, will be built as a minimum. 

Clark, in his position as Manager of 
the Home Planning Department, will not 
only continue to direct the company’s 
kitchen and laundry planning activities 
but will serve as a consultant to archi- 
tects, building and contracting organiza- 
tions. His experience as a_ residential 
designer will be a most valuable asset in 
correlating the contacts to promote the 
interest of the electrical appliance indus- 
try. The new manager has been with 
W estinghouse for the past four years. 
Previous to his appointment as Manager 
of the Kitchen Planning Section, Clark 
worked with the Hartford, Connecticut, 
Electric Light Company and the C. 
Chase Company, distributors for G. R. 
Sellars and Sons, cabinet designers and 
manufacturers. 

In addition to his new responsibilities, 
Clark will be responsible for the develop- 
ment and direction of the Home Eco- 
nomics, since this 
closely allied with the Home Planning 
activities. 


REA SPEEDS 


WASHINGTON—With some $20,000,- 
000 of the $140,000,000 given it by a 
pump-priming Congress already allocated, 
the Rural Electrification Administration 
is buckling down to the tremendous job 
of making self-liquidating construction 
loans at nearly four times the rate at- 
tained last year. To be sure, last year’s 
$40,000,000 kitty was easily exhausted 
several months ahead of time, but the 
unexpected boost of $100,000,000 inserted 
in the relief and recovery by REA’s 
friends is truly an embarrassment of 
riches. 

What complicates the problem is that 
this agency, at least, takes the words 
“self-liquidating” very seriously. And, 
since electric lines in most rural terri- 
tories operate on exceedingly thin eco- 
nomic ice, it is arr open question whether 
or not enough projects can be found be- 
fore next June to avert the finger of New 
Deal scorn. 

So far, REA officials are well satisfied 
with their showing although, as admin- 
istrator John M. Carmody recently 
pointed out, the real test will not come 
until amortization payments begin falling 
due in large quantities in 1939 and 1940. 
But present indications are encouraging. 
As in any other large program there are 
a few soft spots: Some supplementary 
loans have been necessary, some projects 
aren't as financially healthy as could be 
desired, and one superintendent eloped 
with his project’s bankroll. But such 
troubles affect only the small minority of 
projects, and in many such cases there 
are mitigating circumstances. 
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When lowa militiamen were ordered 
to Newton, la., for the Maytag strike, 
W. J. Dickinson, Automatic Washer 
sales manager, supplied them with a 
Laundry Queen. That's him kneeling 
at right. 





New Distributors for Stromberg- 
Carlson 


The Specialty Distributing Co. of De- 
troit, Mich., which is headed by Leonard 
Turnbull, will distribute Stromberg-Carl- 


son radios in the Detroit area and 
throughout eastern Michigan, it was an- 
nounced by Lee McCanne, radio sales 


manager of the Stromberg-Carlson Tele- 
phone Mfg. Co. 

The same announcement also disclosed 
the appointment of Radio Studios, Inc., 
Salt Lake City, to distribute the line in 
parts of Nevada and Idaho and in the 
entire state of Utah. Branches of Radio 
Studios, Inc., are located in both Ogden, 
Utah and Logan, Utah. 





UP LOANS 


The matter of supplementary loans, for 
example, has received frequent criticism. 
It looks bad when a cooperative that 
has been allotted, say, $100,000 for a 
100-mile line comes back for an addi- 
tional $20,000 to finish up. Investigation, 
however, usually shows that the local 
managers have yielded to local pressure 
to tie in John Jones and James Smith, 
good customers who were not included in 
the original plans but who could easily 
be served and that the true length of the 
system has been stretched by from 15 to 
30 miles. 

Economic difficulties can usually be 
attributed to too high a wholesale rate 
for power. In the early days of the REA 
program the tendency was to dicker for 
the best possible rate with the nearest 
source of supply, and sometimes the sup- 
plier drove a hard bargain. Now REA 1s 
tougher; either a reasonable rate is ob- 
tained or the co-op is loaned the money 
to build a diesel generating plant to serve 
the customers. 

Critics have also stated that many REA 
projects, on going into action, fail to ob- 
tain as many actual customers as had been 
promised. This is admitted, but it 1s 
pointed out that once service is started 
the backsliders rapidly fall in line. So 
general is this tendency that REA refuses 
to worry about it. Early projects that ‘ 
caused alarm on this score have shown 
steady gains in both number of customers 
and total consumption, and REA sees n° 
reason to doubt that similar failings on 
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newly-completed lines will cure them- 
selves in the same way. 
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red ERE’S the electric shaver you knew had to arrive — the 
ike, kind of shaver a man can pick up and get the shave of 
- his life the very first time he tries it—a shaver you can sell 
ing with confidence! It took us three years to do away with 
“learning periods’” and awkward shaving positions. The 
= **Natural Shaving Angle’? makes it easy and comfortable to | 
use right now! The patented 2-in-1 Shearing Head gives a man 
‘di a quick close shave right off the bat whether his beard is 
coarse, fine or both. A high speed 3-pole motor furnishes 
f De- plus power for speedy shaves. 
Tat National advertising in the Saturday Evening Post and 
| and Collier’s starts in October. More than 6,000,000 people will 
y read about the revolutionary new features in the KNAPP 
Tele- *‘Natural Angle’? SHAVER. And there are two models to 


sical clinch sales. The ‘*DeLuxe’’? Model, finished in ivory with 
rg : gold plated head, comes in a genuine, handmade Mark Cross 
ine in py out gg, leather case—magnifying mirror included— retails for $15. 
n the Fae eae Standard Model, black and chrome, in a rigid fabrikoid 


Radio . : 
eden, covered metal case —retail price $10. 


F THE NEW FOLDING | 
- GAD-A-BOUT © 
. YOUR CUSTOMERS WILL THRILL TO THESE fi Ek: Suorv 9 
icism, NEW APPLIANCES FEATURED IN LEADING 

















- that 
for a 
ms NATIONAL MAGAZINES => 
ration, 
local 
essure . the stuff prosperity is made of—new ideas in elec- 
~~ trical appliances, smartly styled, expertly made with in- 
easily triguing new features that women can’t resist... backed by 
of the impressive big space advertisements in the Saturday Evening 
15 to Post and Collier’s! 
Po Beginning the early part - Guamen a4 with dominant A brand new invention in Pop Corn Here’s a thin, new traveling iron with 
REA space on the New KNAPP “Natural Angle’? SHAVER, com- Poppers! Revolutionary in design and a full-size Dur-A-Life heating element 
or for panion ads on “*K-M”’ electrical appliances will launch a real performance! This ‘‘K-M’’ TEL-A- imbedded in the sole plate. Delivers the 
— Prosperity Pageant for ‘*K-M”’ dealers from coast to coast. pie ge a Cor 4 a the same eee pent pee, rman 
> sup- ; = p : most delicious utter pop corn irons. Made to retail at $3.95, including 
EA is Be ready to sell omy customer this advertising will bring you. you ever tasted with a minimum of Suedine Zipper case, the GAD-A-BOUT 
Is ob- Mail the coupon below now for your first KNAPP “Natural effort. Priced to retail at $4.95, you’ll is “going to town” in the traveling 
yor Angle” SHAVER. Try it yourself. Let your friends try it. You'll say it’s a “‘natural’? when you see it. bags of thousands of women! 
be convinced that this is the electric shaver all America has 
REA itty alias tel -------- SEND FOR MORE INFORMATION —-----—-- 
yet KNAPP-MONARCH COMPANY, Bent and Potomac, St. Louis, Mo. ; 
it is | () Please enter my order for One KNAPP ‘‘Natural Angle’? SHAVER, 
tarted | De Luxe Model in genuine Mark Cross Leather Case, to retail at $15, 
e. So | to be billed me by my regular distributor at the dealer price. 
eluses =. | (] Include descriptive information, prices, discounts and Advertising Plan 
_ that Maes SE @ ress 4 | on the “K-M” Electric Appliance Line. 
shown — ELECTRICAL APPLIANCES Seat 
omers Name = 
es nd 
“ KNAPP-MONARCH COMPANY | oiceree: City & State 
them- - 
SAINT L.@ewetgs * 7 Se. 3. A. ; My Distributor is tte eeudnicemaancaceer akc 
ING Knapp "Natural Angle’’ Shavers will be Fair Traded in your state. l ad — we 
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GETS SILENT POWER 
FROM A 
TROUBLE-FREE 


BLACK 
& DECKER 


\ ERSATILITY is the keynote of the new and revolutionary 
Silentaire Bagless Vacuum Cleaner that has a conveniently emptied 
irawer instead of a bag. Silentaire is virtually four modern elec- 
trical appliances in one. It serves as a small portable home laundry 
for heavy furnishings since it actually washes rugs and overstuffed 
vieces. Silentaire’s powerful suction draws out all liquids as well as 
lirt and deposits them in the drawer. This thorough extraction of 
juids, detergents and dirt makes furnishings dry quickly, look 
ke new and last longer. 


Silentaire not only vacuum cleans and launders but it also moth- 
proofs all furnishings. It aerates and scents rooms and furnishings. 
[t sprays paint, insecticides and no-rub floor wax. Silentaire solves 
practically every sanitation and maintenance requirement of the 

me or institution. It comes in three models: The Silentaire Bag- 
ess Vacuum Cleaner for the home, the Silentaire Auto Valet for 

itomobile dealers and garages and the Silentaire Renovation Sys- 
em with its eight-gallon container for the hotel or institution. 


In appliances of such wide application, dependable operating 
ficiency is essential. And so to assure themselves, as well as users, 
f quiet, trouble-free, dependable power, the H. J. McAllister Cor- 

ration quite naturally turned to the engineers of The Black & 

Decker Electric Company to design the motors for all three models 


f Silentaire. 


The Black & Decker Electric Company is America’s most expe- 
need specialist in the design and manufacture of complete motors 
or series parts for vacuum cleaners. The co-operation of our engi- 
eers is at the disposal of manufacturers who may be interested in 
application of universal motors to the improvement of their 
ucts. 








BLACK & DECKER 





THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application 








of Universal Motors . 
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A Horseless Carriage Runs Again 


Vincent Smith of the W. H. Smith Electric Company, Bound Brook, N. J., 


drove this old Holsman horseless carriage in a parade recently. Its engine 
hadn't been turned over in 26 years but it started perfectly and passed 
the New Jersey state motor vehicle test. 








NORTHERN CALIFORNIA APPLIANCE 
DISTRIBUTORS ORGANIZE 


SAN FRANCISCO—Need for group 
action to deal with present-day problems 
and to take joint action for better trade 
relationship has brought appliance dis- 
tributors in Northern California together. 
Incorporation papers have been filed with 
the State of California for the formation 
of the Pacific Appliance Institute, de- 
signed as a strong joint vehicle through 
which the manufacturer and distributor 
can act in relation to other branches of 
the industry and the public. Membership 
of the Institute consists of major distribu- 
tors and producers of radio and refrigera- 
tors in Northern California. Arrange- 
ments are also being made to include 
distributors of other household appli- 
ances. Executive offices are located in the 
Western Merchandise Mart, San Fran- 
cisco. 

N. J. Etienne was appointed secretary- 
treasurer as well as managing director 
of the Institute. Etienne, formerly with 
Zenith Radio Corporation, representing 
the firm for four years in territory west 
of Denver, during the past ten years has 
been in charge of the Appliance Depart- 
ment of Chanslor & Lyon Stores, Inc., 
San Francisco. 

Directors elected include Stanford 
3erry, Household Products Co., distribu- 
tors of Servel Refrigerators; H. R. Cur- 
tiss, H. R. Curtiss Co., distributors of 
Packard Bell Radio; George P. Egleston, 
of H. R. Basford Co., distributors of 
Kelvinator and Zenith; Chas. A. Good- 
win, Jr., General Electric Supply Corp., 
distributors of G. E. Radio, refrigerator, 
and other appliances; R. C. Gray, Remler 
Co., Ltd., manufacturers of a radio; H. 
E. Lapkin, Coast Radio Supply Co., dis- 
tributors of Emerson Radio and Gibson 
Refrigerators; P. H. Lyon, Chanslor & 
Lyon Stores, Inc., distributors of Crosley 
Radio and Refrigerators; Alfred H. 
Meyer, Leo J. Meyberg Company, dis- 
tributors of Norge and R.C.A.; Caleb 
Sharrah, Thompson-Holmes, Ltd., dis- 


tributors of Philco Radio and Stewart 
Warner Refrigerators. 

The organization is the result of an 
independent survey conducted for several 
months to ascertain what could be done in 
the trade to protect members of the in- 
dustry against outside influences that 
tend to work hardships on the wholesale 
group. Studies likewise into what steps 
should be taken to abolish current dis- 
count houses, buying clubs and so-called 
“wholesale merchandisers”. 

The Institute will also act to curtail 
certain types of advertising promotion 
known in the trade as “rackets” and not 
in conformity with generally accepted 
media of advertising. It will also clear 
through its offices demands made upon 
wholesalers for gratis contributions in 
certain types of so-called “civic events.” 

Bylaws of the Institute announce the 
object and purposes of the corporation 
to be: devise ways and means for better- 
ing the condition and advancing the inter- 
est of those engaged in appliance business 
particularly in Northern California; to 
ioster friendly and harmonious relations 
among those engaged in the industry; to 
disseminate knowledge among its mem- 
bers as to scientific management and mer- 
chandising; to formulate and encourage 
ethical trade practices and standards in 
the interest of more competition and pub- 
lic welfare; to correct trade abuses within 
the industry; and, “to do any and all 
things not inconsistent with any present 
or future law which may advance or im- 
prove conditions in the industry.” 

One of the first accomplishments of the 
new organization was to bring out from 
cover a radio interference ordinance upon 
which the industry has worked for two 
years but which had been pigeon-holed. 
It was also pointed out that the organiza- 
tion would be in a better position to co- 
operate in sales campaigns and industry 
promotional activities by rendering coop- 
eration to the Electric Appliance Society. 





Columbian Electrical Lines Up 






mr! 0M) Seems tage” 


. footie | 





When the Columbian Electrical Company of Kansas City, Mo., took on 
the Philco line recently they lined up for a picture. They are Westing- 
house agent-jobbers and have been going strong for 46 years. 
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---and every week — 
every year—thereafter! 
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@ Let this BIG week get you started on 
nel BIG selling- volume that will continue the 
ne in rest of your life! 

ie in- . 

that Team up now with FAULTLESS... the 
—_ smartest line of washers in every way! Smart 
steps . . . . 

de in variety of colors... wringers...agitators 
valled ...tubs and accessories! Smart in quality, 
urtail style and construction. Smart in price, 
a because they cost /ess than other makes! 
qd no 
epted There’s a Faultless Washer to meet every 
pe selling condition in your community. 
ns in Stock up NOW! 
its.” Model HR-15 

e the 
ration 
etter- 

inter- 

siness 
a; to I 

ations 
“y; to 
mem- 
| mer- Model HR-18 
urage 
for FAULTLESS ... a Profit Line 
a for Over 20 Years! 
sy ® FAULTLESS has always given the dealer 
utmost consideration... always enabled him to ff | a_i § —====""""—l RE = 

of & make money. He gets a square deal... that 

irom - ’ 
, upon enables him to make square deals... that’s why 
r me FAULTLESS dealers are the 

noled ° 
aniza- leading volume merchan- 
to co- disers in any community. 
dustry i Model HR-19 
coop- Investigate the com- = 
— plete FAULTLESS 
a line now! 





Get the facts on why “FAULTLESS IS 
STILL THE MOST FOR THE MONEY?” 
Also complete information about San- . 
dusky apartment washer line —“the oe ~ s é | 





Write for 
Your Catalogs 
Today! 





small washer that brings big profits!” 
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GOLDEN HARVES 


FOR YOU .... MR. DEALER 





~ You'll want to share in this bumper crop of profits sive advertising drive in 53 rotogravure sections, 16 
- \ ...in this greatest of all Silex sales opportunities. leading magazines and 68 newspapers reaching 
{ f } For Silex now offers you an exciting new line of 52,648,861 homes, Silex will continue to be your 
] Glass Coffee Makers . . . New, exclusive and finer biggest profit item. 
product features . . . An advertising story utterly Prices and sizes (2 to 12 cup) to meet the demands 
different in appeal... A program so thorough and of every housewife who appreciates and wants good 
far-reaching, every dealer can reap a “Golden coffee 365 days a year! It's your opportunity for the 
Harvest’! biggest profit harvest of the year. 


And remember—Silex is America’s depression- 
proof line! Since pioneering 
this modern, scientific way of 


MMEEENEED cofee-makine, Silex hos’ of ADDED EXCLUSIVE FEATURES 
| ways.dominated the field. to keep the “weeds” out of your market 


Table Model. 6-8 cup, black Now, with distinctive new styl- No other coffee maker offers you so many important features 
trim, $4.95. Red trim $5.25. ing, outstanding improvements ... features that insure enthusiastic acceptance among all your 


over competition and an inten- comomers. 







1. New Graceful Upper Bowl Handle . . . offers great con- 
venience and ease in use; now no longer necessary to touch 
hot upper bowl. 


2. New models... redesigned, more graceful, more beautiful. 










TWO DEALS—wide assortment in each 


To enable you to cash in on sales from every type of prospect we are offering two deals. 
To capitalize thoroughly on the display value and customer appeal of the new Silex line, 
order both deals. They give you the widest possible assortment of new models. If both 


3. The Famous Anyheet Control . . . now standard on all 
electric models $5.95 and up. It keeps coffee any heat at a 
turn of the dial. 


deals offer too great an assortment, one or the other deal may be purchased; then sup- 4. “Quick Cooling” Stoves . . . automatically time infusion 
plement either deal you buy with the extra models you need to meet your demands. period, brewing completed without removing glass from 
GOLDEN HARVEST ASSORTMENT NO. 2 stove. 


aed 
~~, 


=) 


5. Patented Silex filter that insures clear, clean coffee free of 
all sediment. 


6. Pyrex Brand Glass. 





le 
: 


DON’T WAIT —Prepare Now to Reap Your 
Share of this Great Silex “Golden Harvest” 


Order toddy one or both of the Silex deals . . . according to 
your needs. Prepare for the sales that are certain to result from 





4 


8-cup Delray electric 12-cup Lido Clear elec 8-cup Pinehurst elec- 8-cup Lido Decorated 4-cup Flamingo this biggest of all Silex programs! See your jobber’s salesman 
table AY red tric | tric ‘en eee pao by of - a ve rans er Se ng any —_ phases of 
GOLDEN HARVEST ASSORTMENT NO. 1 0 SEES INE EW Claw te te sEeEe 


y 


THERE IS ONLY ONE 





Cc E 


ha 
| 


‘jo AND $5,040.00 in Cash Prizes for Best Window Displays! 





. : z Still another big “Golden Harvest’ opportunity for you to reap extra profits in your own 
8-cup electric 10- itch . ¥ 
te egy me — ~— = Regge . or “back yord’’! For the best windows featuring Silex Glass Coffee Makers during this big nation- 
$4.95 block $3.45 $6.25 $6.95 wide drive, we are giving $5,040.00 in cash! Six first prizes, $250 each; 6 second prizes, $50 
With the units in deal No. 1 you can make up a large assortment of each; fifty third prizes, $10 each . . . all cash! You can't afford to miss this extra-profit offer. 
8 models; with those in deal No. 2, a wide assortment of 9 models. See your jobber today for full details of contest. 


Visit your jobber today and see the complete new Silex line. ae. hee 
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G. E. OPENS FIRST | 
FACTORY BRANCH | 


On Aug. 26 the General Electric Com- | 
pany opened its first factory distributing 
pranch, taking over the establishment 
formerly run by W. L. Thompson, Inc., 
at 700 Commonwealth Avenue, Boston, 
Mass. Household and commercial re- 
frigerators, ranges, water heaters, dish- 
washers, disposals, unit kitchen parts and 
home laundry equipment will be dis- 
tributed to the trade from this point. 
Mr. Thompson will be associated with the 
new factory branch and will form_a new 
company to handle the rental of General 
Electric water coolers in New England. 
The branch manager is Charles M. Wil- 
son, formerly manager of radio sales at 
the Bridgeport, Ct., factory, and lately 
district manager of appliance sales for 
New England, with headquarters at 
3oston. 


FILTEX CORP. TO 
MARKET NEW TANK- 
TYPE CLEANER 


JACKSON, MICH.—The formation of 
a new company to manufacture and mar- 
ket a new cylinder-type vacuum cleaner 
and air purifier has been announced by 
A. K. Hoppe, vice-president and gen- 
eral manager. The company will be 
known as the Filtex Corporation. Other 
oficers of the company are Maxwell F. 
Badgeley, president; M. J. Bettendorf, 
secretary-treasurer and Dorothy Reynolds, 
assistant treasurer. Chief engineer and 
director in the firm will be Henry A. 
Kronlein who has been associated with 
Mr. Hoppe for many years. 

The machine will be marketed through 
distributors and dealers and manufactur- 
ing headquarters will be in Jackson, Mich. 





BURNHAM BOILER 


Virgil A. Good who has been in charge 
of sales of the Burnham Boiler Corpora- 
tion of Ohio and located at Zanesville, 
Ohio, has been transferred to Irvington, 
New York, and has been appointed sales 
manager for the Burnham Boiler Corpo- 
ration. 











PUT SOME REAL 
af lig Ww a yee 
IN NATIONAL WASHER WEEK 


with this 





A complete package, loaded with an un- 


usual mixture of sales dynamite, that will 





blast profitable sales cut of deg gg pee Ogee 
rified markets. It’s sure-fire because iten- J ®{cxsToNE en 
ables you to offer a really outstanding | deeeaeaaai 
consumer value! You buy it as a single, d Ny 
packaged unit (as many as you want) at a r 
cost which gives you full profit when you ‘ * Name 
sell it at such a sensationally low price i 
that you'll make washer-bargain history. | 

ie eaemer, -pomelte al BLACKSTONE MANUFACTURING CO., INC. j 

facturers of Stokol coal stokers, is an Say TV j 

enthusiastic flier. Here he is beside 

sce ecto, 
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Bigger Market 


More wired homes are without washers and 
ironers today than 16 years ago—prospects 
have doubled, and the number is increasing 
yearly. Many new homes—perfect prospects 
for a home laundry—are being built. Constant 
promotion of the idea of using electricity is 





putting electricity into millions of old homes— 
is making prospects for washers and ironers 
everywhere. The market is growing faster 
than it is being sold. 

Moreover, these new prospects are easily 
convinced of the advantages of a home laun- 
dry—today, housewives know that electricity 
is dependable. Furthermore, the educational 
programs of manufacturers, utilities, and 
made the 
appliances the preferred way of doing house- 
hold tasks. 


dealers have use of electric 
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Better Products 


Today, no matter what make you sell, you 
offer prospects a bigger value—better appli- 
ances for less money. Washers and ironers are 
dependable units that do the washing, year 
after year, with little or no attention. Materials, 
parts, and methods are better. Appliances are 
efficient and economical to operate, and their 
appearance is a credit to any room. 


Washers and ironers undergo grueling tests 
during design, and every unit is tested before 
being shipped. Individual parts—wringer, 
tub, motor*—are carefully inspected during 
manufacture. Machines built like this are 
bound to make repeat customers who pass a 
good word along. It’s small wonder that pros- 
pects are quick to accept the dependability of 


home-laundry equipment. 


Homes wired for electricity—your 


market for domestic electric appliances 
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Sale of All Mahes 
] OUT OF 


Wired Homes 


Cheaper Power 


“How much does it cost to run?” asks the 


budget-conscious prospect. The appliance 
salesman now has the jump on the salesman of 
16 years ago. In 1937 the average domestic 
consumer used two and a third times as much 
electricity as in 1920, yet paid only thirty- 
seven per cent more. A big help when you sell 


ironers. 


Research has not only developed better 
appliances to sell to a bigger market; it has 
lowered electrical rates as well. For example, 
research work resulted in silicon steel, which 
made possible today’s highly efficient trans- 
formers. This alone has saved users millions of 
dollars in lowered rates. It is one of many 
instances where electrical research has in- 
creased opportunities for appliance sales. 


LET G-E MOTORS HELP YOU SELL DURING 
IRONER WEEK 


* Performance of G-E motors has earned them a nation-wide reputation 
for high quality and a ready acceptance among appliance prospects. Not 
only does a G-E motor add to the sales appeal of a washer, but its 
performance helps sell an ironer later. General Electric Company, 


NATIONAL WASHER AND 


Schenectady, New York. 


























Smarter Selling 


Today, prospects are given opportunity to 
convince themselves. Showrooms are given a 
modern home setting—home demonstrations 
or trials are easily arranged. National adver- 
tising makes it possible for prospects to buy by 
name and get a good product. Performance 
and advertising have made certain accessories 

-wringers, agitators, motors*—known for 
high quality. And this acceptance adds to the 
sales appeal of washers and ironers—makes 
selling easier. 


Manufacturers and dealers now combine sales 
efforts and conduct nation-wide campaigns. 
National Washer-Ironer Week is an example 
—it will put more washers and ironers in the 
home. Give it your wholehearted support—it 
means more sales for you. 





070-259 
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For the first time in its history, the 
Montana Power Company is sponsor- 
ing a series of radio ads. These are 
solely in the interest of the dealer, as 
the utility does not carry this line. 
These ads will alternate with those 
on Mazda lamps through September 
and October. During November spe- 
cial attention will be paid to I.E.S. 
lamps in advertising and a start will 
be made on Christmas gift merchan- 
dising, which, of course, will be car- 
ried on through the December adver 
tising period 


A Kitchen Modernization Contest 
sponsored by the Seattle City Light 
Department and the Hotpoint Com 
pany recently closed in a blaze of 
publicity with public awards of elec- 
tric appliances to the winners. Con- 
testants were required to give ten 
reasons why they would like to own 
one of the modern kitchen appliances 
listed in the contest, consideration 
also being given to the originality 
with which these reasons were pre- 
sented. 

x * + 

Twenty-seven Spokane electric deal- 
ers have cooperating with the 
Washington Power Company in its 
weekly range contest 
which came to an end after nine weeks 
on Aug. 13. 


been 


electric essay 


+ 


Employees of the sales department 
of the Washington Water Power 
Company recently congratulated Lewis 
\. Lewis, assistant general manager 
of the company in charge of sales, on 
the completion of his thirtieth year 
with the company. The event took 
the form of a supper picnic at Mr. 
Lewis’ Spokane home. 


Hennessy’s of Butte, Montana has 
securing prospects for electric 
refrigerators by giving away sou- 
venirs to owners of ice boxes. This 
company ran a i specials in 
celebration of Week early in 
\ugust. 


been 


series of 

Rodeo 
An electric kitchen has been in 
stalled in its store by the Missoula 
Mercantile Company of Missoula, 
Montana, for purposes of display and 
demonstration 


Chink Range 





Special units designed by Westing- 
house for use in the Orient have 
proved to be excellent sellers among 
the Oriental population of the Pacific 
Coast. Not only are switches marked 
in Chinese characters (common to 
both the Japanese and Chinese 
languages) but special utensils are 
provided for the cooking of rice and 
other special Oriental foods. 
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‘Wienies” for Graybar 


o 


INTCRNGTIONS 
OW CANIZATION OF 
UNDESIRABLES 


ae 
‘€ 


& 


“Cooks""—Lee Collins, promotional man; W. E. Derbyshire, manager of 
small appliance department and Art Mathews, San Francisco small appli- 
ance specialist, use the Proctor Roast-or-Grille to broil hot dogs at a 
meeting of the Graybar Electric Company in San Francisco. 


Western 


NEWS FLASHES 


Cowboy garb and round-up infor- 
mality were the features of the Rocky 
Mountain Electrical League conven- 
tion held this year in Yellowstone 
Park, August 29-31. 

Montgomery Ward of Salt Lake re- 
cently staged a two-day demonstration 
of electric ranges on their second 
rag featuring their 4-model line 
with prices ranging from $82.95 to 
$159.95, 


* * * 


The El Paso Electric Company’s 
cooperative dealer campaign on roast- 
ers introduced Reddy Kilowatt in 
connection with its advertising in all 
types of stores—grocery, drug, de- 
partment stores, bakeries and others. 

* * * 

Phoenix, Ariz. has at least one 
jewelry store which is selling evapor- 
ative coolers as a side line. They 
offer a complete installation at $32.50, 
or $1 a week. 

x ox x 

The Dorris-Heyman Company of 
Phoenix, Ariz. has been remodeling 
its quarters. One of the features will 
be the new lamp department on the 
enlarged mezzanine floor which pro- 
vides steps for the display of floor 
lamps and shelves on the _ building 
walls giving space for table lamps. 

x * * 

Now underway throughout the 
district served by the Pudget Sound 
Power & Light Company with head- 
quarters at Seattle, Wash. is a Gold- 
en Horseshoe Derby”, a salesmen’s 
campaign featuring ranges, water 
heaters and refrigerators. “Show’”-ing 
the merchandise, “Place”-ing informa- 
tion in the hands of prospects, and 
“Win"-ning sales are the essential 
methods of the drive, with purses to 
be won by those who beat old “Quota 
nag” in the race. 

* * * 

CVA model ranges now have their 

equivalent in the “Bonneville” elec- 


tric. Meier & Frank’s of Portland, 


Oregon have been offering a 4-burner 
Westinghouse model under this title 
at $119.50 
* * x 

Placing their emphasis on the im- 
portance of having an electric refrig- 
erator of adequate size in the home, 
the Powers Furniture Company of 
Portland, Oregon have been offering 
liberal allowances “for your old ice 
box or undersized refrigerator.” 


* eK 

Flat rate water heater users on 
the lines of the Pacific Power & Light 
Company (headquarters at Potland, 
Oregon) are gradually being trans- 
ferred to metered service. On the 
other hand, total electric water heater 
users have been increasing at the 
rate of about 43 a month. A 101 
per cent increase is reported in the 
twelve months ending March 31, 1938. 


TE ok oa 
Sears Roebuck & Co. of Spokane, 
Wash. recently staged a whole week 
of electric roaster demonstrations 
featuring the Westinghouse model. 


* * * 


During the promotion of electric 
refrigerators which was carried out 
by the Northwestern Electric Com- 
pany of Portland, Ore. during May 
and June, 3310 electric refrigerators 
were sold by dealers in the area 
served. Larger models were featured 
during the drive; the 7-cu.-ft. size 
predominating in sales. 


ak * ok 
Among the new and enlarged stores 
of the Portland, Oregon, district are: 
the Sellwood Electric & Hardware— 
new location and larger quarters; 
Weimer Hardware and Appliance— 
completely . remodelled with a model 
kitchen installed; Paul Estep—re- 
modelled and enlarged. 
* * * 
The annual Electric Amateur Gar- 
dens’ Association flower show which 
is sponsored by employees of the 
B. C. Electric Company in Vancouver 


SEPTEMBER, 








| 
| 
| 


* Southz 





September Plans in 
The West 


B. C. Electric Railway Company, 
Vancouver, ... The Van- 
couver Exposition takes place 
August 29-September 5 and will 
be followed up by a campaign on 
all major appliance prospects 
there obtained. 

Bureau of Radio and Electrical Ap- 
pliances of San Diego County . , , 
Laundry equipment program. 

Idaho Power Company, Boise, 
Ida. . . . Following the range 
and water heater campaign which 
has been in progress in honor of 
the company’s new president, C, 
J. Strike, attention will be turned 
to Mazda lamps, I.E.S. lamps and 
major appliances. 

Los Angeles Bureau of Power and 
Light, Los Angeles, Calif. 
Electric ranges. Fifteen manufac- 
turers feature $2.96 per month 
for their ranges, with as little 
as 5 per cent down. 

Pacific Gas & Electric Company, 
San Francisco, Calif. Elec- 
tric ranges and water heate rs, in 
“electric territory”; elsew here gas 
heating. This company is again 
staging a “round-up” at a dude 
ranch for winners in its sales- 
men’s electric range and water 
heater “quota busting” campaign. 

Pacific Power and Light Company, 
Portland, Ore. Kitchen 
modernization. 

Public Service Company of Colo- 
rado, De nver, Colo. oa 
lamps. This company is selling 
incandescent bulbs in home as- 
sortments—40,000 of them, aver- 
aging 65 watts each. Refrigerator, 
Kitchen modernizing, roasters. 

Puget Sound Power and Light Com- 
pany, Seattle, Wash. . . . Range, 
water heater and refrigerator. 

Southern California Edison Com- 
pany, Los Angeles, Calif. 
There will be a fair exhibit at 
Pomona during September, in 
which the company always ex- 
hibits. 

Southern Colorado 
pany, Pucblo, Colo. 
water heater, I.E. 
ers. 


Power Com- 
Range, 
S. lamps, roast- 


Mountain States Power Company, 
Casper, Wyo. Light bulbs. 
New Mexico Public Utilities Corp. 
Gallup, N. M Adequate 
wiring. 
Rawlins Electric 
lins, Wyo. 
ing. 


Company, Raw- 

. Light condition- 

vestern Public Service Com- 
pany, Carlsbad, N. M 
LE.S. lamps. 

Western Public Service Company, 
Laramie, Wyo. Pin-it-up 
lamps and kitchen lighting units. 

Utah Power and Light Company, 
Salt Lake City, Utah. 
Lamp bulbs, portable lamps, ma- 
jor appliances. In Evanston, 
Wyo., this company plans a light- 
ing exhibit in September. 

Valley Electrical Supply Company, 
Fresno, Calif. Ranges, 
lighting. 





a & 
spectators. It 
000 Vancouverites viewed the exhibit 
and 
with a 
personnel of the 


The recent 
contest 


to Kamloops, B. 


again brought out crowds of 
is estimated that 20; 


away 
in the 


them went 
human interest 
company. 


every one of 
more 


* * * 

electric range essaJ 
which was staged by _ thé 
C. Electric Company throughot 
territory from Vancouver Isla 

C. brought in a tou 
7,500 entries, of which 3,000 camit 

(Please turn to page 58) 
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ITS GOING PLAGES—IN A BIG WAY 
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Here's one of the six beautiful Standard ranges which 
comprise the household line and cover 98% of the do- 
mestic demand. Their eye-attraction places them in the 
yISING lead. Prices are competitive. Designed and. engineered for 
greater efficiency and longer service. Added to this are 


ranges for commercial use and electric water heaters. 





























‘ 











The washing machine you offer has many 
fine features. You doubtless mention all of 
them in making a sale. But here is another 
point that many dealers find a strong closer. 

Show your prospect the Armco triangle 
trademark on your washer. Ten-to-one she 
has seen it over and over again in Armco 
advertisements, and knows what it means— 
that under the lustrous porcelain enamel 
fused on to the tub is a special base-metal 


that assures lifetime service and beauty. 


ARMCO INGOT IRON 


AT THE BASE 


OF YOUR 


SALES STORY 





Whether you begin your sales story with 
this point or use it as a clincher, it makes a 
telling impression. Dealers who are able to 
show the well-known Armco label on their 
porcelain-enameled appliances know how it 
establishes confidence and speeds selling. 

If your washing machines, ranges and 
refrigerators do not bear the familiar Armco 
trademark, ask your manufacturers to attach 
it. The American Rolling Mill Company, 
3041 Curtis Street, Middletown, Ohio. 


A NAME KNOWN 
TO MILLIONS 
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ees CONTINUED FROM PAGE 56 


in through cooperating dealers. Sey¢, 
ranges were given away through x 
many weeks for the best 25-word «. 
says on why the customer would |i, 
to switch to electric cooking. Bog 
dealers and power company repor 
many valuable prospects secured, _ 


* * * 


During the summer Barker Brog, ¢ 
Los Angeles have been running , 
“Lucky Seven” window display, whic, 
contains a display of seven speci) 
bargains, otherwise unannounce} 
The display is changed every day, th 
curtain being drawn at opening tin, 
each morning to reveal the day; 
“specials”. <i 





——._, 


Winning Flight 





Claude McGohan of Dayton, O. is 
greeted by Judson S. Sayre, vice 
president in charge of sales for Ben- 
dix, at the climax of his flight to the 
factory as first member of the Bendix 


Hi-Flyers Club. 





If you are thinking of building: 
home in Los Angeles, Barker Bros. 
of that city will not only sell you 
home furnishings, including electrica 
equipment, but will help you select 
your lot, choose your architect and 
builder, finance your home, check your 
blueprints for suggestions as to light- 
ing, outlets and other features which 
will later make it more livable, pla 
your kitchen, select your furnishings 
and install them. During August they 
had nine model homes on display 1 
various districts of Los Angeles. 


* * * 


Another electric range promotion is 
underway in Los Angeles where fi- 
teen electric range manufacturers att 
offering each a popular model at the 
figure of $2.96 per month, to b& 
known as a “Blue Ribbon Special: 
A series of dealers’ meetings hell 
during the first two weeks of August 
initiated the campaign. 


* * * 

A visitor to Los Angeles from ott 
of the state visited the electric cook 
ing classes which have been held # 
the auditorium of the Fifth Street 
Store recently and was lucky enougi 
to win the electric range which was 
the prize drawing at the close of tht 
course. Whereupon she decided 
settle down in California and is noW 
building herself a home in Los Ar 


(Please turn to page 60) 


SEPTEMBER, 1938—ELECTRICAL MERCHANDISING 




















ELEC’ 


ANY AN ANY 
SAN \\ Nii Neti 
" “NMEA 
~ SAK ANS BASS SS QAXS 


S » 


“Ny 
MOMMY . 
MNEs 


\ WO 
So \ XN YS 
“ 


. «As a AA NA AL © 
ON 


yy 


1. Cons 
o Stant 
fast, feed—twice as 


‘ 


2. Sealed h 
cleaned, ad —readily 
3. Closest 
.-, POssib] 
be No irritation e Shave, 
- C . 
_ head for aij ki 
°o beards. types ee 
6. Skin cond:.: es 
inated, nditioning elim 
%. Trae 
8. Hi 
Bh 5s 
double Contac notor— 
9. 110-120 votre 
©lce of ca 


LAWLER BAB 
SWRA 
s 
AQ 


we 
N 
MAHAN 


‘ 


\ 


s 
\ 


aat “es 

ROS St 
MMVAQAY 
. . 


v 


ANY 


AN 


N 


<s 
RN 
NSS 


y Shaving head 


\ 


Ss 
NY 


\\ 


Its, AC-DC, 


se 


\ 


\\ aa 
\\ ‘ 
\ wy 


\ 
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REG. U. S. PAT. OFF. 


with 70 MAGIC MICROTINES' 
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TRADE MARK 


< World’s first elgctric shaver made by people with 
O. is y a “ 


. vie : 36 years of face-shaving experience 
io the 
Bendix a : 


PMA Le 
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Produced by the makers of the famous GEM 
Micromatic Razor, the new GEM-lectric Shaver 
tilding 2 \ a: gives you the profits you’ve looked for from elec- 
er Bros. be : 

sell you : 


Le tric shavers—proffts that can be yours to keep. No 
electrical ‘ee ge 


yu select 


" returns... satisfactiog assured from the first shave. 
: . * i 
tect ant Se ; 


a ae The sensatiotval} fatented new type head with 
icht- ‘ ectional Bi . . m6 99 

eS of shaving bead the 70 ‘‘Magic Microtines” sets a new standard 

mist ree of shaving performance. Thick, thin, long or 

whe. How the 70 “Magic Microtinés short hairs, it gets them a//—in a close, com- 

les, give a close, comfortable shave 


fortable shave. GEM-lectric will be backed by 
ee GEM.-lectric’s 70 “Magic Microtines” —(35 


advertising and promotion of the type for 
Sone & tiny, precision-built tines in each side of the & P yP 
arers aft shaving head) —GUIDE ai// hairs into small, 


’ which GEM is famous. Stock up now. Reap the 
el at o tapering slots. As the upright hairs travel 
to ov 


J. into the slots, the aren 60 be shoved pie- permanent profits of the shaver that stays sold. 
= i sents itself to the clippers, is instantly te- 


Write us now and we'll send full particulars. 
f August jected and the hairs are unfailingly and uwh- 
feelingly BANISHED AT THE FACE LINE. 


, : GEM.-lectric Division, American Safety Razor 
This pasenced feature GUARDS the face Corporation, Brooklyn, N.Y. In Canada: Mutual 
against irritation, and assures a close shave. 


Sales €o., 1209 King Street, W., Toronto 2. 
Copr. 1988, Gem-lectric Division, American Safety Razor Corporation, Brooklyn, N.Y. 
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“1710 EXTRA WATER 
CURRENTS PER MINUTE” 


The Distinctive Water-Breaker 
Tub—and Multi- Flo Agitator 
create 1710 more cleansing water 
currents per minute than conven- 
tional tub. Agitator forces water 
outward. Water breakers shoot it 
back through the clothes in 15 jets 
at each rotation of the agitator.— 
Faster, cleaner washing. 








@ Exclusive water-breaker 
tub—Multi-Flo agitator, 1710 extra water 

currents per minute, and the modern styling 
give you merchandise that many dealers have 
found beat the “price, price, price” problem 
and insure legitimate profits. 

Your customers will benefit — because 
Bartons wash faster, cleaner, and more thor- 
oughly . . . There are eight models priced 
so you can profitably meet every competitive 
offering. 

Write today for the “Dealer Profit” story 
on Bartons,—get ready for the big National 
Washing Machine Week in October. The 
BARTON CORPORATION, West Bend, 


Wisconsin. 



























g 8 mopets 
AT PRICES TO 
MEET EVERY 
COMPETITIVE 

OFFERING 








Patented Water-Breaker Tub 










geles in which to house her ne 
electric equipment. 





P 
Celebrating the completion of a ney 
studio kitchen in his store, J. H. Co. 


* * 


| man of Los Angeles was host to ap. 
| proximately 300 guests, who we, 
| privileged to taste of delicacies Dre. 


pared in the completely  electricy 
installation. 
* * * 


Bakersfield, Calif. is the locatioy 


| for the new “cow parlor”, a moder 





departure in dairying. The cows ay 
milked in a stable which is also a djs. 
play window, equipped with indireg 
light, milking machines and _ radi 
The customer who drives in for , 
milk shake or a bottle to take hon, 
can see how the milk is handled «. 
rect from its source to him. Betweey 
four and five thousand people 3. 
tended the opening this spring anj 
business has been brisk ever since. 


* * 


Winning Check 


First prize winner in Leonard's 
Summer Limerick Contest was Mrs. 
Julia Lasser, of New York City, 
pictured receiving Leonard's check 
for $1,000. Theodore Freidlander 
of Utility Appliances, Inc., Brom 
Leonard dealer, presented the check. 
To the right is Jim Henry, manager 
of the Refrigeration Department of 
E. B. Latham & Co. 





Two-way radio which permits life 
guards to keep in communication with 
the shore from their lifeguard boats 
has been installed at the beach @ 
Venice, Calif. with a resulting saving 
of numerous lives, it is reported. 


* oe 


Buford of Fresno, California ha 
been offering what he called a “Zip- 
per Special” during the hot weather 
period. The name comes from the 
invitation to “Zip this coupon” which 
is included in newspaper advertise: 
ments. The little slip of paper was 
good for $50 on the purchase ot 4 
Hotpoint washer and ironer if pre 
sented within a week of its printing. 

* oa * 

Shopping coupons which are pur 
chased from the credit department 
an “easy budget plan”, are the meats 
by which the Famous Department 
Store of Fresno, Calif. handles 
time payment business on electric a? 
pliances. 

* * * 

The Montgomery Ward Compaty 
of Fresno, Calif. is offering an evap 
rative air cooling unit at $39.50 and 





up, adapted to the size of the homt. 
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YL to THE FRONT— 


WITH NEW MODELS, BACKED BY NATIONAL ADVERTISING AND NEW SALES HELPS 








(Reg. U. S. Pat. Off. by Warren Telechron Co.) 


@ The popular, fast-selling Telechron line is 


ready! Ready with new designs, new sales fea- 


tures, and new prices. Ready, too, with the new 


advertising in THE SATURDAY EVENING POST and 


other national magazines. And new sales helps 


to increase sales. 


On this page are only a few of the various 


Telechron models. Every one of them is designed 


and priced to turn over fast. Every one is backed by 


the famous Telechron trade-mark and guarantee. 


See your authorized Telechron distributor now 


for all important details. Live clock dealers are 


going to cash in on the Telechron line this fall! 





SPARKLER (Alarm), Model No. 
7F71-L. Molded black or molded ivory 
cases. Luminous painted numerals and 


hands. 





LIDO, Model No. 4F75. Charming 
glass clock in either blue or black 
Carrara mirror finished case. Simu- 
lated Cloisonné finish dials are blue 
for the blue cases and black for the 


black cases. This popular 
clock retails at only..... $6.95 








STATESMAN, Model No. 4H81. Fine 
case of white Pedrara Onyx. Gold- 
colored metal bezel. Arabic numerals 
on skeleton bezel. For desks, tables, 


bookcases. A superb 
clock which retails at 


$12.50 





NAPLES, Model No. 4H83. Boudoir 
or desk model with simulated walnut 
finish wood case, skeleton numeral 
band, and tan metal dial. 

PI ho ins nce $5.95 
Mentor, Model No. 7H87 (Alarm), 
same case design, retails at... .$6.95 


WARREN TELECHRON COMPANY 


198 MAIN STREET 
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TOWN case retails a 


vory Molded Case at 


‘spate er, Model No. H --. $3.59 
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Blackstone 
R. J. Strittmatter of Cleveland Heights, 
Ohio, has been appointed divisional sales 


Blackstone 


the 


Manufactur- 
Central Midwest ter- 


manager of the 
ing Company in 
ritory. 





R. J. STRITTMATTER 


In announcing the appointment, Black- 
stone's sales manager, P. S. Moynihan 
said: “Bob Strittmatter has a wide ac 
quaintance throughout the electrical ap 
pliance field. He joined the Apex or- 
ganization 22 years ago, and his ability as 
a leader and producer was recognized 
with his appointment, 11 years ago, as 
vice-president in charge of sales He 


headed the Apex sales organization until 


he resigned to become associated with 
Blackstone 
The Blackstone Manufacturing Com- 


pany is adding strength to its sales repre- 
sentation throughout Central United 
States. In development of this policy, 
P. S. Moynihan has recently announced 
the appointment of E. S. Klosterman of 
Columbus as representative for the 
Southern Ohio territory. 


sale s 


Mr. Klosterman joins the Blackstone 
organization with a background of 14 
years with the General Electric Supply 
Company of Columbus, the past four of 
those years as district appliance sales 


manager 


NEMA Refrigeration Division 


3ruce A. Fleming has been appointed 
executive secretary of the Refrigeration 
Division of the National Electrical Manu- 
facturers Association taking the place of 
Haldeman Finnie, who resigned to be- 





come treasurer of a Detroit advertising 
agency 
BRUCE FLEMING 

During the last few years, Mr. Flem 
ing has been executive secretary of the 
Electric Range, Electric Water Heater 
and Domesti Appliance Sections of 
NEMA 

The Refrigeration Division's activities 
has been transferred from Detroit to 


NEMA’s New York Headquarters. 


Hammond Clock 





M. J. ‘Mike’ Powers, formerly District 
Representative f Hammond Clocks in 
the metropolita w York territory, has 
been made E; Representative and 
vill cover th E1 ngl: ind States, New 
Jersey, Delaware, “Vi aryland and Eastern 
Pennsylvania, in addition to his old terri 

ry 
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New Pasitions of the Mouth 








NEMA Domestic Appliance Section 


The new executive secretary of the 
Domestic Appliance Section of the Na- 
tional Electrical Manufacturers Associa- 


tion is A. H. ¢ 


member of the 


Caesar, Jr. He has been a 
NEMA Staff for several 
years, serving as executive secretary of 
the Radio Apparatus and Electronic 
Tubes Section and in an advisory capacity 
to a number of other sections. 


Kelvinator 


Resignation of Sam C. Mitchell from 
his position as director of advertising and 
sales promotion of the Kelvinator Di- 
vision of Nash-Kelvinator Corporation, 
was announced recently by H. W. Burritt, 
vice president. 





SAM C. MITCHELL 


Mr. Mitchell, who has been with Kel- 
vinator tlie last six years, was previously 
a sales executive with the Hudson Motor 


Car Company and the Reo Motor Car 
Company. He is widely known in both 
refrigeration and automotive sales and 


advertising circles. 

During the last few months he has been 
particularly active in the promotion of 
the National Salesmen’s Crusade, the 
movement founded by George W. Mason, 
president of Nash- Kelvinator, which is 
going forward in several hundred cities. 


S. C. Edison 


Reorganization of the sales department 


of the Southern California Edison Com- 
pany leaves C. E. Houston as commercial 
manager, with R. C. McFadden, new 
business oe in charge of all sales 
acitvities. H. C. Rice, formerly merchan- 
dise manager, is now to be known as 
manager of domestic sales, while G. N. 
Hawley, former assistant new business 


manager, becomes manager of industrial 


sales 


B. C. Electric League 


The problems of retail appliance selling 


have now been added to the interests 
which make up the objectives of the 
EJectrical Service League of British 
Columbia, the organization having been 


revamped to include an Appliance Coun- 
cil, of which G. N. Gardner of the 
Canadian Westinghouse Company is 
chairman. Four major committees pre- 
sided over by representative dealers and 
distributors function under the Council 
Gordon Meekison, of Clarkson’s, and 
chairman of the Retail Board of Trade, 
heads the committee on ranges; W. C. 
Clark, Western Agencies, Ltd., Philco 
distributors, is chairman of the radio 
committee; home laundry interests come 
under the committee headed by Jack 
Drain of Woodwards department store; 
while J. E. McCormack of McLellan, Mc- 
Feely and Prior, Ltd., dealers, presides 


over the committee on refrigeration. Ex 
officio on each committee is the power 
company crew manager in that particu- 
lar field. 


G-E Wiring Material 


To consolidate general responsibility for 
the sales of wiring devices, conduit prod- 
ucts and wire and cable, J. H. Crawford, 
Manager Construction Material Sales at 
the Appliance and Merchandise Depart- 
ment, General Electric Company, Bridge- 
port, Conn., has appointed A. E. New- 
man as manager of Wiring Material 
Sales. Originally the responsibility for 
each of these three products was carried 
by different sales sections. 





A. E. NEWMAN 


Sales managers for two of these prod- 
ucts were appointed by Mr. Newman as 
follows: F. A. Parnell, sales manager of 
conduit, and J. F. Farnam, sales manager 
of wire and cable. 





F. A. PARNELL 





J. F. FARNAM 


Other appointments made by Mr. New- 
man in line with the policy of consolida- 
tion of wiring materials sales operation 
include that of L. F. Giblin as Super- 
visor, Distribution Development, Wiring 
Materials and of J. P. MclIlhenny as sales 
manager of the Wiring Materials Field 
Organization. 
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l Westinghouse 






Frank D. Newbury has been nang 
manager of the New Products Divisi, 
of the Westinghouse Electric & Map, 
facturing Company. Mr. George 
Bucher, president of the company, » 
nounced his appointment as successor , 
Herbert Mygatt Wilcox who died hes 
28. 









FRANK D. NEWBURY 


In addition to this development of x. 
tivities for Westinghouse in new fidk 
Mr. Newbury will continue his pres: 
duties as Economist for the company, 


Westinghouse Air Conditioning 


The rapid growth of the air conditiq. 
ing business plus the future possibilitis 
for this comparatively new industry hart 
caused Westinghouse to reorganize i 
air conditioning department with hez- 
quarters for the newly created Air Co 
ditioning Department located at the cor 
pany’s East Springfield Massachusets 
Plant. This change is effective Septemb: 
first. 

P. Y. Danley has been named as th 
manager of the Air Conditioning 
partment, the Westinghouse annount 
ment said. S. F. Myers has been » 
pointed assistant manager, located 
Chicago, Illinois. It was felt that mo 
efficient customer service would be give 

| through the establishment of an office : 

the midwest territory near one of t 
largest potential markets for air con: 
tioning equipment. 

Danley, who will be responsible for 
commercial and household air condition 
activities, has appointed H. F. Hildre 
to direct the sale of home air condition 
Equipment. Hildreth will also be locaté 
at the East Springfield Plant. 








Free-Man Stoker 


George B. Riddle has been appoints 

' to the position of sales promotion mana 

of the FREE-MAN Stoker Divise 
Illinois Iron & Bolt Company. 


te 


















GEORGE B. RIDDLE 


Mr. Riddle will have charge © # 
advertising and sales promotion activité 
and will be located in the general s¥ 
office at 918 South Michigan Aves 
Chicago. . 

He comes from the Frigidaire Divis® 
of the General Motors Sales Corpora 
Dayton, Ohio, where he was engaged ® 
sales planning and dealer merchandis 
work. 
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THIS STRIKING Pittco installation in Union 
City, N. J., shows how Pittco remodeling can 
dress up an electric supply shop and make it 
ask for business. A Pittco Front can work profit 
magic for your shop, too, and put you in line 
for a greater share of the potential business in 
your neighborhood. Architect, C. G. Eichholz, 
]Jr.—Contractor, DeRiso Bros. 








Alp Youwely to Business 


with a New PITTCO Front! 


H*® E’S how to get a larger share of the 
potential business in your neighbor- 
hood. Put up a Pittco Front. A Pittco Front 
—by its attractive appearance—creates a first 
impression that brings more people into 
your electric supply shop’. . . that makes cus- 
tomers out of passers-by. 

If your electrical supply shop boasts a 
Pittco Front, you will find the area you draw 
from widening, the amount of your unit 
sale becoming larger and your patronage 
growing in a satisfying fashion. Electric 
supply shops throughout the country have 


proved that Pittco remodeling actually 
works these wonders. 

So help yourself to business with a new 
Pittco Front. When remodeling, consult an 
architect to assure a well-planned, economi- 
cal job. Our staff of experts will gladly co- 
operate with him in planning a Pittco Front 
to suit your needs. Meanwhile, send the 
coupon for our free book of facts, figures and 
photographs of Pittco installations every- 
where. 

Be sure to see the Pittco Store Front Cara- 
van when it comes to your territory. Our 


local branch manager will tell you the spe- 
cific time and place. And the Pittsburgh 
Time Payment Plan gives you up to 2 years 
to pay for your new Pittco Front. Pay 20% 
down—the balance out of income. 


| Pittsburgh Plate Glass Company 





2249A Grant Building, Pittsburgh, Pa. 
Please send me, without obligation, your new book entitled 
| Producing Bigger Profits with Pittco Store Fronts.”’ | 
| Name____ 2 F a | 
| Street Se a ee | 
City Stat | 


PITTSBURGH PLATE GLASS COMPANY 


=e 
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“THE SERGEANT” 


G.E.’S SENSATIONAL SELF-STARTING ALARM THAT 
RETAILS FOR ONLY 





°LGS 





THE LOWEST PRICE EVER QUOTED FOR 
A GENUINE G-E ELECTRIC ALARM. ONLY 
ONE OF THE OUTSTANDING ATTRACTIONS 
IN G.E."S DRESS PARADE OF CLOCKS 


THE SERGEANT IS GOING TO TOWN. So 


are dealers who line up behind it. 


It's the 


greatest sales maker G.E. has yet presented to 
clock dealers. It has looks. It has appeal. It has 
a retail price that fits into the budget of your 
trade. And it has the reputation of G.E. behind it. 


Lead off with THE SERGEANT for the quick 


sales it makes. 


Look over the entire DRESS 


PARADE of G-E clocks, priced to retail from 
$2.95 to $375 (with plenty of models in the 
popular priced brackets). Sign up for the special 
Introductory Assortment described and illus- 


trated below. 


It's G-E Clock Time — RIGHT 


NOW! General Electric Co., Appliance and 
Merchandise Dept., Bridgeport, Conn. 


INTRODUCTORY ASSORTMENT NO. 1 


_ 


7H-94 Sergeant Alarm, black 

7H-94 Sergeant Alarm, ivory 

7H-94-L Sergeant Alarm, black 
nous dial) 


— 


— 


nous dial) anid 
7H-78 Acorn Alarm, brown 


_ 


7H-94-L Sergeant Alarm, ivory (Lumi- 


2H-08 Garcon Kitchen Clock, ivory 


List Price 
. - $2.95 
3.50 


(Lumi- 


3.95 


4.50 
3.95 
3.50 


Buy these 6 clocks, plus display for only. . $14.82 
35 


Sell them in no time at all for 


Pocket this gross margin 





THE SERGEANT 


MODEL 7H-94 


With plain dial, and Model 7H-94-L with luminous dial, 
are available in a handsome moulded plastic case of black 
or ivory finish. Stock all five models in the General 
Electric low priced line, and feature the Sergeant on its 
tailor-made display, designed to draw maximum attention 
while occupying the minimum amount of space. 





GARCON 
$3.50 
Kitchen 
Clock 


ASK YOUR G-E DISTRIBUTOR ABOUT THE NEW FREE WINDOW DISPLAY. 


ACORN 
$3.95 
Alarm 


Clock 


MATCH THESE FEATURES WITH 
ANY CLOCK SELLING FOR $2.95 


% Electric alarm 

% Self-starting 

% Sealed-in-oil motor 
% Styled plastic case 
% Easy-to-read dial 
*% Always accurate 





ITHACA 
$2.95 
Occasional 


Clock 











DUNCAN 
$4.50 
Occasional 


Clock 





% Long, trouble-free service 
*% No winding 

* No regulating 

% Guaranteed 


IF IT’S ELECTRIC—BE SURE 
IT’S GENERAL ELECTRIC 








GENERAL @ ELECTRIC 
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Westinghouse Merchandising 
Division 


The appointment of J. F. O’Donnell ,, 
assistant sales manager was announced rp. 
cently by R. E. Imhoff, Westinghoyy 
Merchandising Division Sales Manage 
O’Donnell has been the Westinghoys 
Central District merchandising Manager 
for the past four years. 





J. F. O'DONNELL 


Previous to his appointment to the 
newly created office O'Donnell had sale 
experience as assistant manager of the 
Refrigeration Department and as mer. 
chandising representative of the company’ 
New York Office. He will maintain a 
office at the Westinghouse Merchandising 
Division Headquarters in Mansfield, Ohi 

J. E. Hugo, former sales promotion 
manager of the Central District. will suc- 
ceed O'Donnell as merchandising manager 
of that district. Hugo has been with th 
Westinghouse Company in various appa 
ratus and merchandising positions for the 
past seventeen years. 

Imhoff aiso announced the appointment 
of R. C. Cosgrove as manager oi Hous- 
hold Refrigeration Department and T. J 
Newcomb as manager of the Commercial 
Refrigeration Department. 


San Francisco Fair 


Frederick H. MacGowan, well-known 
in the radio and electrical appliance field. 
has been appointed chief of electrical ex- 
hibits for the 1939 Golden Gate Interna- 
tional Exposition. according to an ar- 
nouncement by F. M. Sandusky, Ex- 
hibits Division Director. 

Mr. MacGowan is handling sales oi 
space,in the Hall of Electricity and Com- 
munications at the San Francisco World: 
Fair. 


Edison Electric Institute 


H. E. Dexter, general commercial mat- 
ager of the Central Hudson Gas & Elec 
tric Company, Poughkeepsie, N. Y., ha 
been named chairman of the Edison Elec 
tric Institute Sales Committee, succeeding 
Davis M. DeBard, chairman for the pas 
two years. The announcement was matt 
by president C. W. Kellogg of the EE 





H. E. DEXTER 
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nnell a: 
iced re. 
nghouse 
[anager 
nghouse 
nanager 
Compare Crosley radios with all com- 
petitive models and note the reason 
dealers are making more sales is better 
tone, better performance, more tubes, 
a th bigger speakers and better circuits AT 
acl Sales MID SC 
Of th ALL PRICE LEVELS. 
as mer 
ym pany’ 
ntain ar 
landising 
Id, Ohi 
romotior 
will suc 
manager 
with th 
us appa 
s for th Re , 
Crosley presents a value in a 
: Home superheterodyne 6 tube regular 
nd T. J and shortwave receiver (the 
eee 3 “SIXER”) even greater than 
99 the famous “FIVER”. 5 push 
at buttons for quick, positive tun- 
ing in addition to conventional 
— Crosley offers a traflic builder knob tuning. 5-inch dynamic 
nce field that rolls up amazing sales speaker. Brown plastic cabi- 
gd totals. AC-DC. Push net. Out-performs anything 
) an al button and knob tuning. in its price class. 
sky, Ex Electro-dynamic speaker. 
sales 
and Con 
“$94.95 at "49: 
? ; 
at Crosley presents a CONSOLE 
e — ee ELECTRIC RADIO PHONO- 
[ros w rim ¢ 
es : 6 GRAPH of beauty and great effi- 
cial mat market with this portable . : : 
5; & Ele , ‘ ciency. Power transformer with 
Y. has push button electric radio- 2 . 
. Y. ha . Beam Power tube delivers exqui- 
son Elec: phonograph. Beam Power ; : 
succeeding ne dlives anatts te sitely true record reproduction. 
r the past : ois Illuminated Radio Log dial. Push 
was mad proved record reproduction. . ; 
he EE! button radio tuning as well as 


New self-starting motor and 
high impedence pick-up. 
Leather strap on flush cover 
makes it easy to carry. Radio y2 
is by instan- \e- as eh 

is tuned by knob or by instan ? ons? RX: axer® 
‘ es . ¢ “¥ Wh 
taneous positive push buttons. et yi AN 


% 
yan® ae ys 


*NOW, MORE THAN EVER... \“>~— 


conventional knob tuning. Simple 
walnut-finished cabinet suggests 
elegance. Thousands will bvy 
now that such quality is at this 
price level. 


Prices slightly higher in South and West 





You're Zrere with a ER OStLE¥ 


THE CROSLEY RADIO CORP.. CINCINNATI e POWEL CROSLEY. Jr.. Pres. e Home of “the Nation’s Station” —WLW—70 on your dial 
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THE WIRE THAT MADE ELECTRIC HEAT 


a 2 & 


In 1906 CHROMEL was discovered, as the _ specialized on that one product. It is no 


first nickel-chromium heating-element. For | wonder then, that the electrical industry 


almost one-third of a century we have has full confidence in Chromel. 


HOSKINS MANUFACTURING COMPANY «+ DETROIT + MICHIGAN 


oy 





In Brief 


C. F. Byerly has been appointed map. 
ager of the appliance and home furnishing 
department of Frank Seder, Pittsburgh 
department store . . . Like Walt Daily 
who was sales promotion manager for 
G-E refrigerators and who went from 
there to the printing biz (Manz in Chi. 
cago) Sam Nides, for eight years ag 
and sales manager for Richard Cooper, 
Inc., G-E distributors in Chicago, and 
most recently sales manager for Kelvin. 
tor’s Chicago branch, has joined Print. 
craft, Inc., as vice president .. . 


Roy Johnson, manager of miscella- 
neous appliance sales for General Elec. 
tric at Bridgeport, feels that the elec. 
tric blanket is coming into its own 
3 With small promotion, 1,500 of 
them were sold last year . .. Now 
they’ve brought out a crib size and 
are going to town . 


Copeland have appointed Bert Kaple 
of Atlanta as their Southern rep... 
Broyles Electric, at Marion, Ind. have 
bought their own building next door 
to the light company and expect to 
make it the electrical center of the 
town . . . Krich-Radisco, Kelvinator 
and RCA distributor in Newark, N. J. 
are ahead of last year so far—a record 
they feel that few others can crow 
about . . . Curtis Lighting in New 
York has won a certificate of Merit 
from the Electrical & Gas Association 
for the light display in their office .., 
The Wilbur B. Driver plant at New- 
ark, N. J. has a new hot rolling mill 
in action . . . Orkil Electric, Hartford 
G-E distributors came out on top in 
the last 10-weeks sales drive on home 
laundry equipment 


C. J. Strike is the new president of 
Idaho Power . . . He succeeds Kin- 
sey M. Robinsin who resigned to 
become president of Washington Wa- 
ter Power at Spokane... 


Proctor Electric sales are 4.1 per 
cent ahead of last year . . . There is 
a new book on air conditioning owt 

It’s by Charles A. Fuller and its 
576 pages cover every conceivable ap- 
plication of air conditioning .. . It 
is published by Henley and _ costs 
$4.00... 


What do electric range users think 
about the cost of electric cooking- 
Frigidaire wanted to know and asked 
a bunch of them “What do you think 
your cooking cost was last month?” 
80 per cent of the people said “Under 
$3.00” ; 


Aid conditioning keeps breaking into 
new places . . . Westinghouse have 
air conditioned Our Lady of Sorrows 
Church in Chicago and Carrier have 
broken ice in the hotel room situation 
in Philadelphia . . . For years Phila 
delphia hotel owners have had 4 
“gentlemen’s agreement” not to aif 
condition guest rooms .. . Now the 
St. James has opened up with portable 
units 


Landers, Frary & Clark have opened 
new and enlarged Coast offices on the 
fourth floor of the Western Merchat- 
dise Mart .. . Fred W. Porter is 1 
charge . . . Easy have a new window 
display service that is a “stopper 
... It is called the Spectrolux and 
consists of 36 x 62 display sheets 
printed in full colors which seem t 
be in constant motion as a light ' 
played on them from a small light- 
box ... The set costs $12.50 .-: 
Frank Wolcott of Silex has invented 
what he calls the “Cookery Bar”, 4 
a new type of electric range unl 
which comprises most of the small 
appliances used in the kitchen 
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Hear the G-E “Hour of Charm!” Dorothy Thompson, 
Phil Spitalny’s All-Girl Orchestra. Every Mon. 9 to 9:30 
P. M.,E.S.T., N.B.C. Red Network, beginning Oct. 3rd. 


G-E Light Conditioning dealers, supplied with special 
information, materials, and adequate lamp stocks will 
be specially trained to offer a light conditioning service. 


Nine full pages in the Saturday Evening Post, seven 
in Collier's, and six in Liberty will constitute the back- 
bone of the light conditioning advertising campaign. 
LY gy N 


ee cane 
~ eee sweeney 
sia 


SVENING NEWS aad 
aa FS - = = 


{5 POLITICAL 
pa ee rerPel In HEAD 


cn ‘7 = 
ee 8 ae 


Leading newspapers in many of the nation’s major cities 
will serve to point up General Electric’s light condition- 
ing campaign in local communities. 


HOW G-E WILL PROMOTE 
LIGHT CONDITIONING 
NATIONALLY THIS FALL 


ENERAL ELECTRIC plans the biggest promotional 
GG campaign in history this fall to develop the principle 
of Better Light-Better Sight. Theme of this campaign will 
be Light Conditioning. 


“LIGHT CONDITIONING DEALERS” will recommend the right 
size bulb for every lighting need. They’ll be enterprising 
G-E lamp agents who will have had a special course of 
training to qualify them as Light Conditioning specialists. 


RADIO . . . The General Electric ‘‘Hour of Charm” with 
Dorothy Thompson, Phil Spitalny and his famous All-Girl 
Orchestra, will carry the story of Light Conditioning to a 
potential audience of every wired home in America. Every 
Monday evening, 9 to 9:30 E.S.T., coast-to-coast N.B.C. 
Red Network. 


MAGAZINES . . . the most concentrated campaign G-E has 
ever run in the Saturday Evening Post, Collier’s, Liberty, 
American, Cosmopolitan and Redbook .. . including 22 full 
pages in sixty days! The full page advertising will start 
about September 15th and run through the latter part of 
November. 


NEWSPAPERS . . . hard-hitting newspaper campaigns in 
many major cities . . . planned to coordinate with utilities’ 


own fall lighting campaigns. 
* * * 


Tie in with G-E’s fall campaign by displaying lamps in 
your window, on your counters, and in your store. Make 
it headquarters for MAZDA lamps by General Electric. 
General Electric Co., Dept. 166, Nela Park, Cleveland, O. 


GENERAL @ ELE 
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» FIRST AGAIN! 


Historically FIRST with products that maintain their leadership in 














the forward march of invention—historically SOUND with develop- 
ments that are profit-tried and profit-proved—historically THOR- 
OUGH in sales and advertising plans—EASY will be first again with 
a powerful program for increased sales and profits during National 
Washer Week. Easy Washing Machine Corporation, Syracuse, N. Y. 


Watch next month’s issue of Electrical Merchandising. 


TURBOLATOR 


—— 


EASY WASHERS & IRONERS 
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FRIGIDAIRE BRANCH 
FOR ROANOKE 


Roanoke, Va. Establishment in Roan- 
eof a branch office and sales room of 
rgidaire Division of General Motors 




















ls Corporation, Dayton, Ohio, has 
n announced. The branch office will 
nction as the company’s distributing 


tlet for the complete line of Frigidaire 
4 Delco-Frigidaire:products. The new 
hce and show rooms will be located at 
Franklin Road. 

In charge ofthe local office will be 
C. Holmes, for several years associated 
th the Frigidaire distributorship here 
general manager. More recently he 
s been commercial sales manager with 
¢ Norfolk, Virginia, Frigidaire district 


= 


ice, 

The branch office, as distributor for 
rigidaire products, succeeds the previous 
stributorship here of the H. C. Baker 
mpany, Inc. 


New Supertex Distributor 


The distribution of oil burning refrig- 
ators has been added to the business of 
trier-Wilson Company of Roanoke, 
a, according to an announcement by the 
eriection Stove Company. They are dis- 
ibutors also of electric refrigerators, 
ashing machines and other electrical ap- 


Silex Convenes 


Silex held a sales convention at Hartford, Conn. recently to talk over the 
big consumer drive on coffee-makers being inaugurated this fall. Then they 
lined up for a picture. Frank Wolcott, president, is shown in the center. 
His particular pride at the moment is shown below .. . 











at Hartford 


pliances and are engaged also in the air 
conditioning business. 


Conco Stoker Distributor 


The Conco-Sampsel Stoker Corpora- 
tion, Mendota, Illinois, announces the ap- 
pointment of the Waterbury Furnace 
Company of Superior, Wisconsin, as dis- 
tributor of the Conco line of automatic 
coal stokers in the Superior-Duluth terri- 
tory. 

H. L. Peters, owner, is distributor for 
the Waterman-Waterbury line of heating 


| equipment in the above mentioned terri- 


tory and is promoting the sale of Conco 
stokers in connection with his other heat- 
ing lines. 


Roto-Shaver Appoints Distributor for 


Southwest 


The Interstate Electric Company, with 
home offices in New Orleans, has been 
appointed distributor of the new Roto- 
Shaver, a new type of electric shaver, for 
Louisiana, Mississippi and Alabama, ac- 
cording to A. M. Andrews, president of 
the Progress Corporation, national dis- 
tributors for Roto-Shaver. 

New distributors are rapidly being ap- 
pointed, according to Mr. Andrews, in ad- 
vance of heavy consumer advertising, 
starting in September. 





b@ri-eae 
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++. is a new type of electric range. It has two surface broilers, a coffee- 
maker, a built-in Culinaire mixer, a two-slice Toastmaster toaster, and a 
concealed automatic water heater—all in addition to the three usual cook- 
ing elements and thrift cooker found on the conventional range. This is the 
only one built so far—for Frank Wolcott's own home. 
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Profit from 
the popularity of 


MEADOWS 


WASHER-IRONER 
LINE 


The MEADOWS Washer 
and I 


most complete on the 


roner line is the 


markettoday round tub 
and square tub w ashers, 
rotary and flat plate 
Ironers—all loaded with 
sales-clinching features 
that allow 


you to prove 


to your customers that 
MEADOWS ts tar out in 
the lead. 


The 
Rolling Safety Wringer, 


patented Free 


the exclusive Curved Vane 


sales and while their 


Impeller, the Long Life Mech 
anism, with the ONLY 


Btioratertarese! 


profits,” 


Forced customers say, “Meadows for 


in cleaner, whiter clothes.’ 


You'll 


worth of 


Feed System 
ane 
ND ae DOD 


aan 


the industry—these are only never know earn 


a few of the special features the line 


that sales until you give it ‘sales floor 
and profits test.’ Write today tor complete 

The MEADOWS line is inftormat 
backed by proved sales pro many 


MEADOWS tranchise 


will bring you 


ion—find out why so 


dealers consider the 


motional most 


plans that make their 


dealers Wweatyers| issel 


CORPORATION 


* FACTORY—BLOOMINGTON, ILLINOIS 


Say, “Meadows for 


THE MEADOWS 


SALES OFFICES—1945 S 54th AVENUE H 
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HALLMARKS 


ity and you'll recognize 


ranges that sell! 


Fast cooking at low cost is one thin 


@ 
the housewife wants. Another is 
convenience and cleanliness. Offer 
her a range equipped with Chrom- 
alox Super-Speed range units and 
Ebonized Monel deflectors, and she 
gets both. 


Ebonized Monel deflectors must 
be able to take it. They must resist 
discoloration from the heat of cook- 


ing...and also the staining and cor- 


EBONIZED MONEL DEFLECTORS 


Look for this sign of qual- 


rosive effects of foods and liquids. 


Does Ebonized Monel withstand 
such punishment? Does this shiny 
black metal retain its dark, attrac- 
tive lustre? Ask any user. Modern 
housewives will tell you that the 
heat of cooking has no effect on the 
shiny black finish of Ebonized 
Monel. Also, that ordinary wash- 
ing quickly removes spilled liquids 
and foods, and restores the dark 
shiny lustre, leaving no trace of 
a stain. The reason? Just this: 


Ebonized Monel has 


already been completely No 


“discolored” at a tem- Zonet, 






...Chromalox 


Super-Speed units with 


 pefature greater than any ap- 


proached in cooking. For this use- 
ful metal is regular rust proof 
Monel oxidized at 1900° F. Its tight 
coating of oxide sticks to the metal 


like ink to paper. 


Over a dozen popular makes of 
electric ranges are now equipped 
with these new Chromalox units 
and Ebonized Monel deflectors ex- 
clusively. Investigate. Address: 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York, N. Y. 


““Monel”’ is a registered trade-mark of The Inter- 

national Nickel Company, Inc., which is applied 

to a nickel alloy containing approximately two- 
thirds nickel and one-third copper. 
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HANKSCRAFT Egg Cooker 
Hankscraft Co., 1011 E. Main St., 


Tht PRODUCT PHRADE 


@ In which new products and merchandise pass 


in review for your benefit. 








UNIVERSAL Irons 


Landers, Frary & Clark, 
New Britain, Conn. 





Madison, Wis. 


alodel: No. 794 4-egg cooker. 
Selling Features: New design incorpo- 


Models: E786 and E739. 


Selling Features: E786, automatic 
wrinkle-proof; 800 watts a.c.; finger- 








rates streamlining effect; available in 
3 colors—ivory, green and blue with 
chromium dome; also sold as part of 
No. 800 egg service set which includes 
cooker, 4 ivory egg cups of matching 
design and service tray—set is also 
available in 3 colors. 

Price: Cooker alone, $1.95; set, $3.95.— 
Electrical Merchandising, September, 
1938. 


a : 
s ee Ell 





ARMSTRONG Ironer 


Armstrong Products Corp., 
Huntington, W. Va. 


Device: “Porta-Lectric” portable ironer. 

Selling Features: Weighs only 26 Ib. 
may be carried wherever there is a 
convenient outlet; open-end; 18 in. 
roll; quiet drive mechanism enclosed 
within roll; chromium plated shoe ; in- 
stant elbow control ; convenient switch. 
Price: $26.95.—Electrical Merchandis- 
ing, September, 1938. 








GIBSON Refrigerator 


Gibson Electric Refrigerator Corp., 
Greenville, Mich. 


Model: Apartment house Freez’r Shelf 


with Freez’r shelf; defrostajar; 3 
standard ice cube trays with metal 
grids; 1 standard shelf; 2-deck door 
basket; porcelained, control dial with 
15 deg. cold including fast-freeze and 
defrost; tray dislodging lever; Dulux 
exterior with white porcelain work- 
table top—Electrical Merchandising, 
September, 1938. 





New SILEX Line 


The Silex Co., Hartford, Conn. 


Selling Features: All Silex glass coffee 


makers have been redesigned; every 
model now has an upper bowl handle 


tip heat control; round heel irons 
backward as easily as forward; easy- 
grip Bakelite handle; chromium 
plated, weighs 6 lbs. E739, wrinkle- 
proof iron with heat indicator which 
reads—cold, ironing range, hot—cov- 
ered with heat-proof glass; 650 watts; 
round heel; mahoganized handle; 
weighs 6 lbs—Electrical Merchan- 
dising, September, 1938. 





K-M Corn Popper 


Knapp-Monarch Co., 
St. Louis, Mo. 


Device: Automatic corn popper “french 


fries’ corn; glass top makes it pos- 
sible to watch corn popping opera- 
tion; special oil measuring cup 
supplied. 


Price: $4.95.—Electrical Merchandising, 


September, 1938. 





ap- aN as, for easy removal; electric models over 
I A NSS $5.95 are equipped with Anyheet con- . 
Se. : trol; stoves, decorative shells, handles 
_ G-E Crib Blanket —everything but the glassware has WHITE CROSS Irons 
oof General Electric Co., been made more attractive; 2, 4, 6, 8, 
Appliance and Mdse. Dept., 10 and_12 cup modeis comprise the National Stamping & Electric Works, 
ght Bridgeport, Conn. en agua Merchandising, Sep- 3212 West Lake St., Chicago, IIl. 
otal Device: Crib blanket has been added to etnies Models: 351, 353, 354, 355 Streamliner 


of 
ped 


Me 


G-E’s line of electric blankets. 

Selling Features: Automatic, adapts 
itself to changing weather conditions, 
maintains a pre-set temperature level ; 
measures 27x52 in. available in pink 
and blue and is reversible; draw- 
strings permit its fastening to a crib; 


Models: 


v 
ONAN Plants 


D. W. Onan & Sons, 43 Royalston Ave., 


Minneapolis, Minn. 
W2S 2000 watt and W3S 


irons. 


Selling Features: No 351, light weight, 


1000 watts; fully automatic. 
No 353, 6 lbs., 700 watts, automatic. 
No 354, 6 lIbs., 600 watts; equipped 
with indicator which shows when iron 
is at right ironing temperature. 








HOTPOINT Range 


model. Edison General Electric Appliance Co., 
Selling Features: Thirty-four and one- Inc., 5600 W. Taylor St., Chicago, Ill. 

half inches high; 3.24 cu.ft. net capac- Device: “Milford” " 

ity, 6.34 sq.ft. shelf area; Equipped perv yond ae le 


range No. 108RB4. 


Sizes: Floor space 25 x 193 in.; overall 
height 393 in.; oven 16 in. wide, 15 
in. high, 20 in. deep. 

Surface Burners: 1 Select-A-Speed Cal- 
rod unit with 5 speeds: 1300, 650, 
325, 160, 80 watts; 1 standard Hi- 
Speed Calrod unit with 3 cooking 
speeds, 1200, 600 and 300 watts; 1 
Giant Hi-Speed, 3 speeds: 2100, 1050, 
525 watts; oven unit for baking and 
broiling 3000 watts. 

Selling Features: Automatic oven, 
porcelain enameled interior ; bi-metal- 
lic thermostat oven temperature con- 
trol; oven pilot light; Porcelain 
enameled broiler pan with wire rack; 
appliance receptacle; snap-on switch 
buttons ; 1-piece top and back-splasher ; 
stain-resisting white porcelain enamel 
cooking top; Monel Metal top and 
back splasher available at additional 
cost. Masterpiece, Telechron-motored, 
self-starting oven timer clock with 
molded black Textolite case is op- 
tional.—Electrical Merchandising, Sep- 
tember, 1938. 





NESCO Broiler-Griddle 


National Enameling and Stamping Co., 
Milwaukee, Wis. 


a can be laundered, shockproof when 3000 watt, water cooled a.c. plants. No 355, non-automatic. Pom i ’ 
nits wet, the manufacturers claim ; thermo- Selling Features: Powered by 2-cylin- Prices: 351, $7.95; 353, $6.95; 354 Device: Table broiler-griddle. ; 
x. stat in bedside control box is set to der, 4-cycle engines operating at 1800 $5 95: 355, $4.95.—Electrical Merch. Selling Features: Fries, broils, griddles, 
@ operate between temperatures of 60 to r.p.m.; generator produces 110 volt, 60 andising, September, 1938 steams, toasts, bakes or warms bis- 
degs. F.; transformer isolates cycle a.c. service, also 12 volt d.c. for , : ’ cuits, buns, rolls, etc; reversible heat- 
device from 115 volt circuit and re- re-charging the starting battery at an ing element can be placed below 
duces it to 18 volts before passing adjustable rate up to 150 watts, mak- aluminum griddle for frying or in 
INC. into blanket wiring; fuse to cut off ing it possible to use a 12 volt battery the cover for broiling; aluminum 
flow of current to control box should for emergency lighting. Accessories platter of Georgian design has fiat, 
N.Y. transformer fail to work; current and adjustments arranged on one side griddle surface with detachable wal- 
automatically shuts off, the manu- of plant for convenient servicing; both nut handles for serving right at table; 
| acturer claims, if blanket tempera- models are available in manual, self- 1320 watts, 110-220 volts; complete 
nter- ture accidentally rises 12 degs. above starting and full automatic starting with wire bake rack, heat proof in- 
plied y temperature or the voltage rises types complete with starting batteries, sulating table pad, cord set and cook- 
two above 23 volts.—Electrical Merchan- fuel tanks etc—Electrical Merchan- ing chart—Electrical Merchandising, 
dising, September, 1938. dising, September, 1938. September, 1938. 
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‘ Ive 1 Co., 7500 Th 
I Pittsburgh, Pa 
Devic Chromalox Super-Speed range 
units with simmering heat feature 
Yelling features For use on ranges 
equipped with 3-heat, series parallel 
ype switches or load-balancing 
switches which have a conected neu 
tral; adaptor construction fits all 
ranges regardless of make. RC-6l 


1000 watt unit consists of 2-ring unit 
outer ring designed for 600 watts 
ind inner ring for 400 watts, 1000 
watts is obtained on high heat, 600 or 
400 on medium and 240 on low. Other 
units available are the RC-63 1200- 
watt: RC-&83 1700-watt and RC-93 
2000 watt low heat unit.—Electrical 
Verchandising, September, 1938 


v 





THERMOIST Heating Pad 


Electric Appliance Company, Inc., 
Box 2112 West Bay Station, - 
Jacksonville, Fla. 


Selling Features: Available in 5 colors: 
pink, green, lavender, blue, pecan, 
and in different designs; also avail- 
able with one color on one side and 
unother color on the other. 20 watts, 
100 volts. 

Price: $1.—Electrical 
September, 1938 


Merchandising, 





DOMINION Toaster 


Dominion Electrical Mfa., Inc. 
Vansfield, O. 


Device: No. 364 Sanitary toaster 

Selling Features: Button adjustment on 
base of toaster makes it possible to 
lift the entire top of toaster free of 
base to remove crumbs and _ soil; 
2-slice turn-over type; chromium 
plated with walnut handles 

Price: $3.95.—Electrical Mer 
September, 1938. 


chandising, 
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THE PRODUCT Pan 


@ In which new products and merchandise pass in review for your benefit, 








DURABILT Bottle Warmer 


The Winsted Hardware Mfg. Co., 
Winsted, Conn. 


Device: Durabilt Milk Master auto- 
matic baby bottle warmer. 

Selling Features: Operates without wa- 
ter; bottle is placed in chamber, flip 
switch and milk is brought to proper 
temperature in 6 min. when Milk 
Master shuts off automatically—keep- 
ing milk at correct temperature for 
40 to 60 min. the manufacturer 
claims ; 250 watts, 115 volts a.c. only; 
satin striped chromium finish trimed 
in pink or blue. 

Price: $3.95.—Electrical Merchandising, 
September, 1938. 


Vv 

















CONTINENTAL Numbrlite Push 


Continental Mfg. Co., Inc., 
64 W. 23rd St., New York City 

Device: Combination illuminated house 
number and bell button. 

Selling Features: Can replace present 
bell button without change in present 
wiring ; Deluxe model 3838 available 
in hammered brass, Swedish or 
bronze to match house hardware. 
Standard model 3839 available in 
bronze plated. 

Price: Deluxe, $2.85; Standard, $1.25. 


—Electrical Merchandising, Septem- 
ber, 1938. 


v 
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TOASTWELL Sandwich Toaster 
Utility Electric Co., 620 Tower Grove 
ve., St. Louis, Mo. 

Device: No. 971 combination automatic 

sandwich toaster and waffle iron. 
Selling Features: Thermostat permits 


Selling Features: 


variation of heat—high for baking 
wafiles and low for toasting sand- 
wiches; when used as waffle iron 
signal tells when to pour batter and 
when waffle is done; self-locking 
hinge prevents weight of top grid 
from mashing sandwiches and acts as 
expansion hinge when baking waffles ; 
660 watts, 110-120 volts, ac. only; 
equipped with full size aluminum 
grids; Bakelite feet and handles. Also 
available with tray set consisting of 
satin finish walnut tray, 2 clear crystal 
glass relish dishes and large sandwich 
cutting board. Non-automatic sand- 
wich toaster also available. 

Price: No. 971 combination toaster 
$9.95; No. 971-W, toaster with tray 
set, $14.95; tray set only, $5. Non- 
automatic toaster, $8.95.—Electrical 
Merchandising, September, 1938. 


v 





KNAPP Shaver 


Knapp-Monarch Co., St. Louis, Mo. 


Models: “Deluxe and Standard shavers. 

Selling Features: “2 in 1” removable 
and reversible shearing head with 
slots .009 on one side for fine whiskers 
and .011 wide on other side for coarse 
whiskers; “natural angle” of shearing 
head permits user to shave with free 
motion of safety razor; high-speed, 
triple-pole rotary motor ; wick oiler in 
main shaft; Deluxe finished in ivory 
with gold plated head and packed in 
Mark Cross leather case including un- 
breakable magnifying mirror; Stand- 
ard. model finished in black and 
chrome and packed in fabrikoid cov- 
ered metal box. 

Price: Deluxe, $15; Standard, $10. 
Electrical Merchandising, September, 
1938. 





Vv 
HOTPOINT Oven Timer-Clock 


Edison General Electric Appliance Co., 
Inc., 5600 W. Taylor St., Chicago, IIl. 


Device: “Masterpiece” model TM-35 
oven timer-clock for use on 1938 Hot- 
point ranges except Highlander, Can- 
terbury and Yorkshire models. 

Self-starting, Tele- 

chron precision movement turns range 

on and off at desired time on a cycle 
of not more than 12 hours; controls 
in front; tiny red pilot light in front 
serves dual purpose—indicates that 
timer is controlling oven and after 
clock has turned oven off light re- 
mains on as warning to push in con- 
trol knob so it will automatically re- 
turn to position marked “off” so oven 
can be operated manually if desired. 

115 volts—60 cycles; also available 

in 50 or 25 cycles on 115 volts or 50 

or 60 cycles on 230 volts; Black Tex- 

tolite case.—Electrical Merchandts- 

ing, September, 1938. 
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DORMEYER Mixer 
F. Dormeyer Mfg. Co., 


A. 
4316 N. Kilpatrick Ave., Chicago, Ill. 
Device: DeLuxe Dormeyer No. 50. 


Selling Features: Complete with motor 
driven unit on adjustable stand with 
revolving ball-bearing turn-table, two 
-heat proof china mixing bowls, two 
beaters, beverage mixer, juice extrac- 
tor bowl with reamer and spatula; 
variable speed motor, a.c. or d.c., has 
3 speed switch; portable unit can be 
used at any convenient spot by simply 
lifting off stand; available in the 
following color combinations: Ivory 
with Jade glassware, green with Jade, 
white with white and black and 
white combination with white glass- 
ware. 

Price: $17.95 with china bowls; $16.95 
with regular glassware. Other models 
in Dormeyer line consist of the 
Marvel mixer, complete with white 
juice extractor and vitrock bowls, 
$14.95; and the Mixrute mixer and 
juice extractor, $14.95. — Electrical 
Merchandising, September, 1938. 


Vv 





ROBERTON Lawn Mower 


Roberton Mfg. Co., 
10th & Sheridan Ave., 
Michigan City, Indiana 


Device: Model H-58 electric lawn 


mower. 

Selling Features: Weighs only 74 |bs.: 
rubber tired wheels facilitates handl- 
ing; full 18 in. cut; low overall 
height of 10 in. for half the width 
of mower makes possible trimming 
under low hedges and shrubs; speci- 
ally designed “on” and “off” switci 
mounted on steering handle auto- 
matically snaps to neutral position. 
disconnecting current, should unit be 
stalled by debris; 5 blades are double 
riveted to every spider and every 
spider is electrically welded to %4 i 
cold roll steel shaft; oil tempered 
knives retain fine cutting edge: 
piece steel cutter bar. 

Price: $69.50.—Electrical Merchandis- 
ing, September, 1938. 


1938 —ELECTRICAL MERCHANDISING 





ELEC 





efit. 


} 
go, Ill. 
50. 
. motor 
id with 
le, two 
Is, two 
extrac- 
spatula: 
.c., has 
can be 
simply 
in the 
: Ivory 
th Jade, 
>k and 


> glass- 


; $16.9 
models 
of the 
1 white 
bowls, 
<er and 
lectrical 


38. 


wer 


ic lawn 


74 Ibs.: 
s handl- 

overal 
1e width 
rimming 
3; speci- 
switch 
le auto- 
position, 
unit be 
e double 
d ever} 
to 4 i. 
tempered 
xdge; | 


-chandis- 


ISING 








BIG STORE FIXTURE 


FREE DISPLAY 


IS ONLY PART OF THE STORY! 


In addition to “The Pyramid”, Manning-Bowman 


dealers will have these other advantages: 


NATIONAL ADVERTISING of Manning-Bowman appli- 
ances in dominant space in House and Garden, House 
Beautiful, Better Homes & Gardens, American Home 


and Good Housekeeping! 


FREE SALES HELPS .. 


for your use, real gift folders for you to enclose with 


. Newspaper ads and cuts 


statements, easel-mounted reproductions of magazine 


ads for your store! 


PLUS appliances designed to sell . . . . Modern, beauti- 
fully finished with many exclusive advantages no other 


line can offer. 


With MANNING-BOWMAN 
FALL “PROFIT-PACKAGE” 


Yes! This big, valuable store fixture . . . ““The Pyramid”’ .. . is supplied 





absolutely free with a small order of fast-selling Manning-Bowman 


appliances. It’s part of the “Profit Package” that’s going to make sales 


for you this season! 


It’s a carefully-designed, sturdy, permanently useful unit — the kind 
of a display you might order specially-built for yourself at a cost of 
$10.00 or so. Made of selected 34” thick wood, beautifully finished in 
deep coral color with white edges. 55” long, 261%" high, 15” wide. 
Included free is a 3 ft. x 6 ft. table cover of simulated leather to “dress 


up” your appliance table. 


You'll agree “The Pyramid” is exactly what you’re looking for. 
It’s yours — without a red cent of extra charge. Ask your Manning- 
Bowman Distributor now for the whole story on the “Profit Package”’. 
Manning, Bowman & Co., Meriden, Conn. . . New York 


Chicago San Francisco. 


MANNING-BOWMAN gga APPLIANCES 
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lronrite Offers 









A Dealer Opportunity with 








There are many appli- 
ance dealers who have 
the same ideas as we 
have, on how ironers 
should be made and 
sold. Recent expansion in our factory 
sales organization has opened up a 
number of desirable new dealer terri- 
tories, in which franchise inquiries can 
be discussed promptly, in person. Your 
inquiry is invited, 


Alone or in combination with other 
lines, lronrite ironers offer you an un- 
usual money making opportunity. Many 
exclusive line dealers demand Ironrite 
in their line. lronrite is made by an 
organization that has specialized in 
ironers for more than I8 years — 
developed and introduced many im- 
portant and still exclusive, patent- 
protected ironer features such as the 
roll-over-shoe design, pointed ironing 
shoe and elbow-height forming board, 
open at both ends, the most rigidly 
supported roll and shoe on the market, 


and the only knee pressing control. 


Above-Average Sales Return 




























lronrite is the easiest of 
all ironers to use and 





therefore the easiest to 
demonstrate and sell. 





Recent developments 
now also provide a lower price range. 
Last but not least, it is sold with a 
factory sales policy that lets you run 
your own business. 


lronrite means business! Lots of it! With 
increased appreciation for automatic 
ironing, and lowered electric rates, 
ironers are due to show the greatest 
sales increase of any appliance, and 


lronrite will lead the field! 


Write me a letter today and let me 
tell you more about it. 


H. A. Sperlich, President 


IRONRITE IRONER COMPANY 


38 Piquette Ave. Detroit, Mich. 


Western Representative 
3100 Telegraph Ave., Oakland, California 








i eee Sd 
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Model: 


Air Conditioning 





CONCO Stoker 
Conco-Sampsel Stoker Corp., 
Mendota, Ill. 


Conco Commander stoker fo; 
small homes of 4 to 6 rooms. 


Selling Features: Equipped with Congo's 


magic band controls; capacitor typ 
motor; sponge-rubber sealed hopper 
lid; and practically all the features oj 
regular Conco models including cop. 
struction cleanout and crusher block 
fuel and air adjustments, and ney 
vertical segment burner providing air. 
cooling features; low, streamlined 
hopper with long louvres on each side: 
door in front easily removed for ad- 
justments; blue enameled finish with 
chromium trim. 

Price: $169.50.—Electrical Merchandis. 
ing, September, 1938. 





FITZGIBBONS Air Conditioner 


Fitzgibbons Boiler Co., Inc., 101 Po 
Ave., New York City 


Device: “Special-80 Directaire” direc 


fired air conditioner for small homes 


Selling Features: Built of copper-bear- 


ing boiler plate steel, electricall 


welded joints and seams; removable 
filters; new “Flotrol” automatic Jun 
humidifier; designed for oil, gas 


automatic stokers; easily cleaned 
quickly installed; 2 sizes—80,000 an 
100,000 B.t.u.; may be furnished wit 
an enclosing jacket or standard jacke: 
—Electrical Merchandising, Septen- 
ber, 1938. 


v 





AIRTEMP Winter Air Conditioner 
Airtemp, Inc., Dayton, Ohio 


Device: Oil and gas-burning winter 
conditioners. 
Selling Features: On oil-burning mote 
stainless steel combustion chamber 5 
suspended within fire box to which 
fitted a matched Airtemp fuel sav 
oil burner; gas-burning models at 
equipped with new Airtemp sie. 
flame gas burner which employs 8° 
mesh strips of chrome stainless ** 
instead of conventional drilled port 
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Equipment * 


strips are arranged to give an even 
blue flame across entire “burner; new 
type fire box with inclined crown 
sheet and angular flue connectors ; sec- 
ondary radiators at each side of fire 








4 box are connected in parallel for 

: 2 greater heat transfer. Gas models 

4 available in 6 sizes—capacities from 

50,000 to 200,000 B.t.u. per hr.; models 

designated as G-62, G-87, G-125, G- 

163, G-200 and G-250. Ojil-burning 

models are available in 5 different 

sizes from 70,090 to 200,000 B.t.u. per 

hr.; models designated at 0-87, 0-125; 

: 0-163, 0-200 and 0-250. Models G-62 
ker for and 0-87 are made especially for small | 
homes. — Electrical Merchandising, | 
Conco’s September, 1938. 
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SILENTAIRE Window Ventilator 


Berger Mfg. Div., Republic Steel Corp., 

goer! Canton, Ohio 

Device: Window ventilator: 

Selling Features: Ventilates, filters, cir- 
culates, eliminates outside noises; 
soundproofed mechanism is provided 
by using short shaft to support blower 
wheels; flexible rubber coupling pre- 
vents noise from being transmitted 
through shaft; 2 quiet oilless bear- 
ings; sound absorbing materials in 
cabinet interior; replacable filters for 
removal of pollen and bacteria; tell- 
tale panel lite shows when Silentaire 





litioner is in operation; hinged front panel | 
allows easy access to interior; ex- | 
101 Par terior does* not protrude over outside | 
y window sill; easily installed in all | 
e” direct standard double hung casement, pivot 
11 homes and other types of windows; easily 


ania moved from window to window.— 
eetrical Electrical Merchandising, September, 
removable 1938. 
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There’s gold in the 
‘yellow pages’ 





@ A dealer in Moberly, Missouri, wrote about the 





DUO-THERM Oil Heaters Classified Telephone Directory, “I traced thirty 


Duo-Therm Div. Motor Wheel Corp. 
Lansing, Mich. 


Device: Duo-Therm Imperial fuel oil 
space heaters. | 





new customers to my ad in the Classified. So I 


highly recommend this type of advertising.” 





Selling Features: New type cabinet de- This experience is typical. Dealers in many lines 
: sign—lower and more compact pro- . 
nditiones ving ain tot a: dee and in all parts of the country report sales that 
; ional heat guides and higher b . 
Ohio efficiency: special waste stopper re. | ave come to them through the Classified. 
- winter af uces chimney waste; fully coordi- . 
dine lek eauteds Gor seuect Ga on | For proof call the Directory man at your tele- 
; 1 every oil setting; handy heat la- 
ing mode g; y heat regula , ‘ 
amber i tors; Duo-Therm’s patented bias phone business office. Ask him about display ad- 
0 which i baffle dual chamber burner; golden me ee 
fuel savi fleck high glass enamel finish. In | vertising and about listings under the brands you 
models a addition to the Imperials, Duo-Therm “ = 
mp silt WToringludes a new 1938 series of | sell. Get your share of “telephone book customers. 
nploys gf Thrift” circulating heaters, a new 
ies sted line of radiant heaters, and cabin | 
ted ports and trailer heaters.—Electrical Mer- | 
7 chandising, September, 1938. | 
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Range sales 
are started 
Tamale kitchen 










































that’s why it's 
easier to sell 


ranges equipped 
with CHROMALOX 
Super-Speed UNITS 


@ They tell each other. Every housewife 
who gets a new electric range with 
these remarkable units, talks about it. 
All her friends promptly learn about 
their exceptional cooking speed which 
combines with a new low in operating 
cost to make these units the standard- 
bearer of modern electric cooking. 


@ And how they exclaim over the easy 
cleaning of Chromalox units—the all- 
over flat metal top, free of openings 
and recesses which clog with particles 
of boiled-over or spilled food, and 
which must be kept clean. One wipe 
of a damp cloth is all the Chromalox 
unit needs, 


@ “Two-units-in-one” convenience and 
saving is another big point. It permits 
of selecting the area of heat required 
by the size of the utensil. Only Chro- 
malox units have this feature. 


SELL CHROMALOX-EQUIPPED RANGES 


they stay sold, with no profit- -ealing 
come-backs. They make fast friends. 
They build appliance business as well 
as power load. Use the coupon belou 
and get all the story. 


GET THIS 
SALES PLAN 
BOOK 






















Mail with your business letterhead 


EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 


Send me the ""CHROMALOX PLAN" book. 
Name 


Position 9 
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Device: 
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Price: 
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The 


Device: 





SUNBEAM Coffeemaster 


Flexible Shaft Co., Roosevelt 
Road and Central Ave., Chicago, Il. 


levice: Automatic vacuum-type unbreak- 


able 8-cup coffee maker. 
Coffeemaster governs 
the rise of water to brew-top at correct 
fixed temperature—agitates coffee for 
correct brewing period—times the re- 
turn of coffee to server below and then 
changes heat to keep coffee hot—all 
automatically. 
$15; with circular tray containing 
matched sugar and creamer set, 
Electrical Merchandising, September, 
1938 





HAMILTON-BEACH Vibrator 


Hamilton Beach Co., Racine, Wis. 
Vibro- Massager. 
Combines kneading and 
vibration; the flesh is gently gripped 
and raised between two _ sponge-like 
sphericals in a kneading and squeezing 
friction similar to that produced by a 
masseur; Hamilton-Beach motor; tog- 
gle type switch; operates on 
volts a.c. or d.c. to 75 cycles ; black 
baked enamel finish. 

$9.85; extra sphericals, $1.25 per 
set.—Electrical Merchandising, Septem- 
ber, 1938. 








EVERHOT Timer 


Swartsbaugh Mfg. Co., Toledo, Ohio 


for use with 
separately with 
radios, health 


Everhot timer 
Everhot room heater or 
other devices such as 
lamps, lighting, cooking. 
Can be set to turn 
automatically at any 
predetermined time, within 21 hours of 
setting ; designed to carry 1650 watts. 

Air-flow heater operates on either a.c. 
or d.c.; has chimney principle of air 
circulation; 24 in. high; modern design. 
—Electrical Merchandising, September, 
1938. 


Features 
current on or off 





110-120 


BIG SPECIALS 
BIG PRICE REDUCTIONS 


In an effort to create employment 
and improve business conditions, 
the Proctor Electric Company is 
offering these appliances as extra 


Regular RECOVERY 
rice SPECIAL 
4102 R -or- $ 
1 Grille po $23.95 21. 95 
$3.00 extra) 
2 (944 Blue Streak 8.95 6,95 
Iron And the cus 
tomer’s old iron 
3 #942 Speed Iron 8,50 6.95 
And the cus 
tomer’s old iron 
cc" «ws 6 
And the cus 
omer’s old iron 
5 #945 Speciallron 6.95 ™" 4.95 
And the cus 
tomer’s old iron 
4952 H 
6 (932 eatmeter 3. 45 2.95 
# 6 Full Auto- 
7 pe oa 14.50 12.95 
#1443 Turn-O 
8 Type p pert 6.95 5.95 
Toaster. 
9 #1440 Turn-Over 5.95 4.95 


Type Automatic 
Toaster 





value offers to the public. 


PROMOTIONAL MATERIAL 
AND SALES HELPS TO PUT 
THIS BIG PROGRAM ACROSS 


* 


+ + + 





Red, white and blue Window 
Streamers. “See Proctor Re. 
covery Specials Here’. 


6 page folder in same colors 
showing the 9 specials. 


3 big special deals with free 
displays. 


Special red, white and blue 
tags for each appliance. 


Newspaper mats. 


For full details write 


PROCTOR 
ELECTRIC CO. 


7th & Tabor Rd. 
Philadelphia,Pa. 





















ARE PROFITABLE 
OVER THE COUNTER 
ITEMS... 





Here is OB-8 14” light duty drill, 
designed for intermittent service. 


OB-4 4” 


standard duty drill, for 
general maintenance work . . 
popular with electricians, carpen- 


ters, repairmen .. . will give 


dependable service. 





SEPTEMBER, 








QUALITY 
AMPLE POWER 
PERFORMANCE 


Surprising as it may 
seem, Signal drills are 
over-the-counter items. 
They are designed and 
made right—and_reason- 
ably priced too. Made in 
a plant with 45 years suc- 
cessful experience produc- 
ing small motors, Signal 
drills are high-quality 
throughout. Three models 
to select from, two 0 
which are illustrated here, 
they are easy to sell, and 
profitable too... a dis- 
count that’s really unusual 
on such tools. Write for 
complete _ information, 
prices and discounts now. 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE 
Offices 


MICHIGAN 


in all principal cities 
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TOASTWELL Waffle Baker 


ric Co., 620 Tower Grove 
Ave., St. Louts, Mo. 
No. 830 automatic waffle baker 
and No. 830-S tray set. 
Thermostatic control 
makes it possible to bake waffles light 
or dark as desired; pilot light bulb 
signals when to pour batter and when 
waffle is done; adjusting knob selects 
proper temperature; 8 in. cast alumi- 
num grids; extra outer ring prevents 
overflow of batter ; 660 watts, 110-120 
volts, a.c. only; chrome plated with 
black Bakelite hands and feet square 
base rounds off to natural level at top. 

Also available in tray set No. 830-S 
with 2 Dripcup dripless servers—48 
oz. for batter and 12 oz. for syrup; 
satin finished walnut tray 24§x15% in. 
Waffle baker only, $9.95; with 
tray set. $16.95.—Electrical Merchan- 
dising, September, 1938. 
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SUN-GLO Broilette 


Almar Products Co., 90 West Broadway, 


New York City 

Boils, fries, broils, 
grills, roasts; removable element con- 
venient for cleaning; square non-skid 
handle ; food may be served on tray in 
which it is prepared; chrome finish, 
Bakelite legs. 

$5.95; Deluxe model, $7.95.— 
Electrical Merchandising, September, 
1938. 





DOMINION Heater 


Dominion Electrical Mfg., Inc., 
Mansfield, O. 

Jevice: No. 553 “Heat Wave” double 
duty radiant and circulating heater. 
relling Features: Double duty heater— 
tan be used with or without fan— 
heats by means of chromium plated 
reflector or with fan concealed inside, 
near heater base; cold air is taken 
ot floor and circulated upward 
through heater—and out through front 

lator opening ; specially constructed 
guard; carrying handle; opalescent 
finish, 
Price : $8.95.—Electrical Merchandising, 
September. 1938. 
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THIS SENSATIONAL NEW PORTABLE 





° Motor is entirely enclosed within roll. 
© Portable. Weighs only 26 pounds. 


® Easy to operate. A slight. touch of the | 
elbow-control starts and stops the roll. 


© Both hands free for handling clothes. 


© Simplified Ironing. Women find Arm- 
- + strong Porta-Lectrie easier to use. No 


stiff levers or handles to pull. 


© Irons Everything. Shirts, dresses, 
trousers, and all wash clothes as well 
as flat work. Irons perfectly, with less 


work. 


A natural sales leader during 
National Washer and Ironer 
Week — 


“OCTOSER 23-29 


PORTA-LECTRIC 


/RONER 


(Patents Pending) 
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IRONER MAKES Zi-exy HOME A PROSPECT 


Here is the most important announcement in all 
ironer history. The Armstrong Porta-Lectric — at 
$26.95—-with all the fundamental features of bigger 
units! At last, an electric ironer that combines per- 
formance and price into the greatest sales opportunity 
since the boom days of washers and refrigerators! 


Built exclusively by Armstrong, it’s a quality product. 
Has all the test-proved features that appeal to women 
— time-saving, labor-saving and better work — plus 
portability and small-space storage. Weighs only 26 
pounds—can be picked up and carried easily—per- 
mits ironing in most comfortable spot in the house. 


What’s more, it can be easily and dramatically dem- 
onstrated in your window or on your sales floor—and 
salesmen can carry it with them on calls. Now you 
needn't miss a single sale, for the Armstrong Porta- 
Lectric irons beautifully and efficiently—gets rid of 
ironing day drudgery—and its price removes the final 


barrier to ironer sales! 
Mail the coupon below for complete information. 


ARMSTRONG PRODUCTS CORPORATION 
Huntington, W. Va. 


MAIL THIS COUPON TODAY! 

















Huntington, W. Va. 





Please send complete details and discounts on the Armstrong 
Porta-Lectric Ironer. 






Name 


Address 
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UNIVERSAL 
ELECTRIC OVEN 


Broils — Bakes — Roasts 


No. E991. 


NO SPECIAL WIRING REQUIRED 


With complete cooking 
equipment 


Cooks a complete oven 
dinner including a roast, 
8 medium potatoes, peas 
and onions—sufficient for 


eight people. 


Broils steaks, chops or 
fish with all the goodness 
seared in, the smokeless, 


spatterless way. 


All the comforts, cleanliness and certainty of results of modern electric cooking. 
Thousands of homes will want this New UNIVERSAL Electric Oven. 


Its small cost and economical operation enable every housewife to have it. 


Ms manuractureo sy LANDERS, FRARY & CLARK ~ew sritain, conn. 
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— The Product Parade — 


CHASE Table Butler 


- Chase Brass & Copper Co., 
Waterbury, Conn. 


Device: Food warmer available with or 
without glass baking dish. 

Selling Features: Without glass baking 

. dish Chase table butler may be used 
to heat rolls, muffins or to keep toast 
hot, crisp potato chips, crackers, etc.; 
complete with glass baking dish such 
foods-as creamed chicken, scrambled 
eggs, soups, cereals and other dishes 
can be kept hot at a constant tem- 
perature of about 180 degs.; baked 
beans, puddings, etc., can be cooked 
in glass baking dish in oven and then 
placed in Chase table butler to be 
kept hot until served; 550 watts, 
operates on standard 120 volts ac.; 
polished chromium finish with top 
knob, handles and base of white 
plastic. 

Prices: Without glass baking dish, 
$9.95; with baking dish, $11.50— 
Electrical Merchandising, September, 
1938 


GLO-MATCH Lighter 
Farber & Shlevin, Inc., 375 Kent Ave., 
Brooklyn, N. Y. 


Device: Lighter for cigars, cigarettes, 
and pipes. 


. lling Features: Unit can be removed 
4 om lighter and passed around room 


* for as many as 6 lights from one 
use; plugs into outlet; a.c. or de. 
110-120 volts; no flints, fluids, wicks 
or refills; available in various com- 
binations with ash trays, cigarette 
boxes and with a shipwheel electric 
clock. 

Prices: From $2. to $5.95; with clock, 
$8.95. — Electrical Merchandising, 
September, 1938. 
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CASCO Razor 
Casco Products Corp., Bridgeport, 


Conn. 

Model: Casco 75. 

Selling Features: Delivers 11,000 li 
eal inches of cutting action per mil 
the manufacturers claim; precisiom 
built, brush type motor actuates 4 
fan like arrangement of six “L 
shaped cutting blades; self-cleaning; 
motor shaft rides in self-lubricating, 
self-aligning bearings;  self-homing 
blades ; molded motor chassis mou! 
in non-breakable molded plastic casé 

Prices: Standard, $10; Deluxe with 
gold plated head, $15.—Elecirical 
Merchandising, September, 1938. 
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MODEL 200 DELUXE $995 LIST. 


Size 10%x 5 34” base, 13% high 
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Demand that exceeded our fond- 
est hopes has permitted us to 
make bigger factory commit- 
ments on the Roto-Shaver and 
thus reduce our cost per unit. 
We are passing these savings 
on to the public—via a reduced 
list price. 

This means more sales to more 
men; bigger profits for you. It 
also means that Roto-Shaver 
(despite its superior perform- 


521 Fifth Ave. 







Now 
$ 1 2°00 
With 2 Heads 


A Shaving Head for Him 
A Depilator Head for Her 


New You Can Sell More...to More Men 
...and Make Bigger Total Profits 


Copyright, 1938, Roto-Shaver, Inc. 





Fred MacMurray in Paramount’s “Men with Wings” 


ROTO-SHAVER 


Successfully Introduced and Sold 
to Thousands for *1875 





ance) is now priced definitely 
for competitive selling. 

Remember — only Roto- 
Shaver promises (1) to shave 
as close as a fine blade razor; 
(2) to do so the first time used; 
(3) not to irritate even the most 
delicate skin. That’s the shaver 
for you. You can’t afford to 
handle anything but the best! 
Order at once! 


PROGRESS LEKTRO SHAVE CORP. 


New York City 


Canadian Dist.: Progress Corp. (Canada) Ltd., 55 York St., Toronto 
Reg ES AN 





chores. She wants an ironer, but 
wonders where it is the answer to her 
household prayer. She lacks confi- 
dence in herself, not the ironer. She 
needs to be homeopathically convinced 
that she can use it, rather than to be 
kidded into the belief that she can iron 
ruffles, or a shirt, when she first sees 
the ironer demonstrated. That is what 
has killed many ironer sales. The 
prospect has seen someone expertly’ 
demonstrating what she couldn’t learn 
to do for weeks after ownership, and 
without the patience it takes, has be- 
come disgusted with ironer.ownership 
and, discarding the contraption, has 
tended to tell her friends that ironing 
by this method is screwy: So many 
women have a mistaken idea of. mech- 
anized ironing as a result:--How much 
easier it would be to teach them.gradu- 
ally, the convenience and ease of. flat- 
work ironing, which is the bulk of any 
washing and its most tedious part. 
Personally, I believe that ironers 
should be sold on the basis of flatwork 
only. Let the housewife’s own inge- 
nuity lead her to more difficult things. 

And let them do it themselves. The 
successful washer and ironer salesman 
is he who permits the woman to (try 
the demonstrated device, as he talks its 
demonstrable features. 

Jim Pragner, old washer man, was 
reminiscing with me the other day. 
Knowing his record, and he has con- 
tinued to sell washers and ironers 
throughout the so-called depression, | 
asked what it took. “Nothing, Jerry,” 
he rebounded, “but what we were 
doing in the old days. They think 
washers can’t be sold anymore, when 
in fact, they can be sold more easily 
than ever.” Then he went on to ex- 
plain elements of a technique that were 
identical with what we did in the old 
days. 

Trouble is, as I analyze it, that 
manufacturers, distributors, and deal- 
ers have somehow got it into their 
heads that families don’t want washers 
... but they do. They feel that they 
have them, functioning somehow, and 
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All Prospects Don’t Drop In 
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aren’t interested in replacement , . 
but they are. Retailers are Super. 
charmed by high saturation and the 
lack of buying interest in the wash 
market . . . but they miscalculate th) 
modernization which so important ; 
household device arouses. So they ¢y: 
prices, bootleg, build up “lead on;° 
cut margins, make it unprofitable fp, 
salesmen to sell. All the while, wit 
the majority of prospects having 
owned one, the buyers are gettin; 
wiser and judging closer. 

What’s the answer? Well, Jim ha 
it, because.I have tested it out. Bac 
to the old methods of combing the ter. 
ritory, with the thought that man; 
need a new washer, and practically 
every family needs a new ironer. Per. 
haps they don’t know it . butt 


_convince them is our selling job. ( 
“up any village street and do the fron 


door act of perplexing with the que. 
tion: “Are you satisfied with the way 
your homework is being done?” Lea 
into a discussion and you will find tha 
five of each ten women can be inter. 
ested in a mew washer or ironer 
through the pathway of demonstration 
at the store, or in the home to clos 
The average sales ratio has returned 
to approximately one demonstration 
for each eight prospects, and one sak 
from each four demonstrations. Fur- 
ther, properly seasoned by sales per 
suasion, backed by free trial use of an 
ironer, fifty per cent of satisfiei 
washer customers can be sold electric 
ironers, if you go after them right. 
But these are products that mus 
again be sold at the front door. Jin 
Pragner is right when he says, “Ir 
trying to make it easy, we've made i! 
hard. They resist buying a_ utility 
when there is so mugh else they want 
We can’t rely on prospects dropping 
in, unless their washers. won’t wheez 
anymore. They go somewhere el 
and exhaust their ability to buy. Bu 
damn it, they need a new washer ani 
they need a new ironer . . . itis 
up to us to convince them. They 
have postponed replacement of wasi- 


ee 
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“HIDE THE TOASTER — HERE COMES YOUR MA!’ 
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es so long, they worry with each 
yash whether the contraption will hold 
or not. When they can get their 
hands on the new on wash day, in 
omparison with the old washing jal- 
lopy, they'll say yes.” 

Jim’s angle is that we’ve got to go 
ack to cold canvass, telephone leads, 
ome demonstration, actually permit- 
ting the prospect to compare where 
che does her business. And, checking 
up 41 leading washer salesmen, I know 
he is right. 

Indication that we are returning to 
the old days when there was sufficient 
margin to make money in direct can- 
yass of washers is the vaulting retail 
price, now well above $70. We can 
send one day in the store and the rest 
f our selling time outside, but we 
must have a break in money while the 
customer gets a break in superior 
product features of new washers and 
ioners. Thus, all win; and by the 
jd methods of selling, revamped, of 
course, to crush persuasively against 
the modern competition for the con- 
wmer dollar. In this re-awakened 
upsurge, the replacement of the old, 
worn-out thing helps all. 

Rules to follow: 

(1) Believing in what you are sell- 
ing, have your wife or someone, make 
% telephone calls per day; working 
uta simple sentence of advantage in 
demonstrating the new washer or 
roner you are selling. Do this with 
the conviction that you are rendering 
2 service and a favor. Get an ap- 
pointment to call personally and dem- 
nstrate in the home. 

(2) Insist that the merchant pro- 
vide the merchandise for your demon- 
trations per day in the home. 

(3) Demonstrate washers and iron- 
ets in the home, letting the homemaker 
lo much of the work, but making sure 
that you can assist her in new launder- 
ing methods. 

(4) Leave the equipment in the 
prospect’s home for her own personal 
trial after your sales talk. 

(5) Train yourself to sell (a) Need, 
b) Complete description of features, 

c) Vital Differences, (d) Proof of 
ll sales claims, (e) Easy buying 
method. 

(6) Make at least 100 washer or 
toner demonstrations per month; 
preferably in homes. 

You'll clean up . . . and particu- 
larly if you tailor your sales presen- 
‘ations to this pattern: For Washers 
Cleansing Ability, Durability of Mech- 
anism, Convenience, Speed, Ease on 
Clothes, Use Savings, Manufacturer's 
Standing, Safety, Economy, Dealer’s 
Standing, and Labor Saving. 

For Ironers: Time Saving, Labor 
Saving, Better Results, Convenience, 
Appearance, Economy, Dependability, 
Manufacturer and Dealer Standing. 
_These points have been established 
¥ wide-spread consumer interview 
ind will permit you to get more of 
ie “you” angle into your demonstra- 
ns. After all, it is better to win a 
‘le than to win an argument, and we 
ust sell to the prospect’s viewpoint. 

Get set for National Washer-Ironer 
Week, October 23-29, but it seems 
‘matt to me for those who try to 
* last on the trigger, to start more 
‘nergetic selling before that time. 








SEND IN YOUR ORDER! 


Capitalize on Keen Interest in 


COFFEE FRESHNESS 







an~ @ 


ELECTRIC HOUSEHOLD 


COFFEE MILL 


Here’s a new, low-priced, popular appliance—for quick, over- 
the-counter sales—meeting an enormous potential DEMAND! 
Capitalize on the widespread interest in coffee FRESHNESS. 
Show the way to “the last word” in fresh coffee. Feature the 
modern means of preserving coffee’s fresher flavor till the split- 
second it’s used. Sell the Electric Mill that makes grinding in the 
home for immediate use quicker and easier than measuring 
ground coffee from can or bag. 


F.NwWt 


/ 


No Wonder This Smart Mill SELLS! 


USERS AGREE they never knew before how GOOD coffee could be!— 
it makes one’s favorite coffee surprisingly better. 


NEW, UNIQUE! Be among the first with this non-competitive product. 
POPULARLY PRICED! For every family. Only $9.75 retail in U. S. 


ATTRACTS ATTENTION in action! Appeals to senses of sight, sound, 
smell and TASTE. 


HERE, TOO—THE ELECTRIC FOOD 
PREPARER THAT DOES IT ALL! 


KitchenAid Model ‘'K’’ Mixer and all- 
‘round Food Preparer for the Home—offers 


you a splendid product for sound specialty 
merchandising. KitchenAid is accepted as 
the standard of household mixers and food 
preparing equipment. As a major small 
appliance, KitchenAid is actually noncom- 
petitive. Write for details. 
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CONVENIENT! User simply buys any coffee she 
prefers, in the bean, from her grocer. Keeps it in trans- 
parent hopper. Sets grind for any type coffee m«ker. 
Then it’s a mere flip of the switch whenever coffee is 
to be made. 


ECONOMICAL! Better flavor from all grades of 
coffee—and less coffee per cup. 


Cash In On Coffee Interest 


Feature this new KitchenAid Mill, and quicken your sale of 
COFFEE MAKERS, too. Make your small-appliance depart- 
ment a popular ‘‘coffee center’’ hot spot! Write for dealer 
proposition on the famous KitchenAid line. See your tele- 
phone directory for HOBART. Telephone your order for Mills 
or ask representative to call. 


KITCHENAID DIVISION 


THE HOBART MANUFACTURING CO. 


TROY, OHIO 


1609 Penn Ave., Troy, Ohio 
f six (6) KitchenAid Coffee 
dard dealer discount 


The Hobart Mfg. _ 
ip initi tock oO 
0 Mills ininia Sg 13, less stan 


(confirm) $ proposition. 


Send details of dealer 
ne 


———O—— 


——<$—$—$— 


Address-————— 


City, een mane 
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MR. DEALER-HERE’S A 


NEW SLICE OF PROFITS 





RETAIL PRICE 


The Uw; Sensation 
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@ The modern, compact, electric wiring. Fits any window. Just 
window ventilator — FILTERS — 
VENTILATES — CIRCULATES — 
ELIMINATES NOISE, DUST, POLLEN 
—DRAFTS. Floods the room with 


fresh, pure vitalizing air. 


plug it in and let it sell itself. 


Every home, hotel, hospital, 
apartment, office, school is a pros- 
pect. Room conditioning at a 


° , , Popular Price. 
Silentaire gives you a new, 
Year-Round Seller — no engi- Write for dealers’ discounts and 


neering — no plumbing — no complete details today. 


Berger Manufacturing Division 


REPUBLIC STEEL CORPORATION 


CANTON, GHIO 








CONTROL 
WINS HUGE MARKET FOR 


€VERHOT 


ELECTRIC 
ROASTER COOKERS 


QUALITY FEATURES OF EVERHOT 


PLUS TIMER-CLOCK ATTACHMENT GIVE YOU THE 
WHIP HAND FOR VOLUME SALES AT HIGHLY 
PROFITABLE MARK-UP 














@ The EVERHOT Timer-Clock gives housewives 
magic control of cooking while absent from the kitchen 
++.an automatic regulation of the electric current’s 
5 “on” and “off’ that provides nearly 12 hours extra 
freedom, with the assurance of returning to a per- 
fectly cooked meal. 

The new EVERHOT Automatic Roaster Cookers, 
themselves, offer multiple sales appeal with thermo- 
Static control, ruby light signals, adjustable steam 
vents, rust-proof covers (hinged, also separable), 
safety handles on covers, Bakelite body handles, one- 
lift racks, large capacity, fast action, wide temperature 
range, minimum current cost. All- method cooking. 
Less food shrinkage. Beautiful baked enamel body 
finishes, black trim. Lowest prices ever quoted for cook- 
ing chest...also broiler and stand...Choice of colors. 


SWARTZBAUGH MANUFACTURING CO., TOLEDO, OHIO 
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EVERHOT Timer-Clock. Retail 
price only $5.95. . . May be 
used with all EVERHOT APPLI- 
ANCES, also coffee makers, 
fans, sun lamps, lights, etc. 


Write today for 5-color cata- 
log; also for complete infor- 
mation on liberal price policy 

. National advertising and 
sales helps... also name of 


your EVERHOT jobber. 





LETTERS 


Salesmen’s Unions 
To the Editor: 

It is with great concern that we 
read the issues of the Merchandising 
as they reach us, particularly the last 
several issues relative to several of 
our western cities adopting the union 
sales policy, and being one of the 
many small appliance dealers of West- 
ern Pennsylvania, who are constantly 
facing this price cutting menace which 
will ultimately force us all out of 
business if it is not curbed, we would 
welcome the opportunity (if neces- 
sary) to express our views and feel- 
ings where all the small dealers can 
get a prospectus on it, and in the 
end, perhaps something can be done 
about it in this city if not the entire 
state. 

To begin with the local department 
stores and installment houses were 
mainly responsible for the origin of 
this deadly menace by their cutting 
prices on the various appliances by 
coming out openly with large news- 
paper advertisements, but they did not 
state that most of this was either dis- 
tressed or re-possessed goods, but they 
state “Floor samples,” “Last Year 
models” and some ads even state that 
merchandise is in original containers, 
which of course can be duplicates of 
the originals. 

The small dealers not to be outdone 
come back with a counter in which 
they allow an equal amount to meet 
the cut in prices by these stores on 
newer and better merchandise with the 
result that the public has become price 
minded with the result now is that it 
is often the case where the prospec- 
tive purchaser goes from one dealer 
to the other for the best price and it 
is a common thing to see a list of 
more than 10 dealers who have made 
special prices (all different) and natu- 
rally the buyer will take all the ad- 
vantages and after all is said and 
done the dealer who in the end se- 
cures the business realizes very little 
profit which in many cases does not 
meet his overhead (per unit if prop- 
erly proportioned). 

Jobbers and distributors also prac- 
tice this evil for fear that if they do 
not meet the demand of the purchaser— 
he will go elsewhere and buy a com- 
netitive article, either through some 
industrial purchasing agent or a friend 
who has a friend who can get it at 
wholesale prices. 

Then there is the salesman, who 
being afraid that if he did not get the 
order at the particular moment and 
left the prospective customer for the 
next day, this purchaser would go 
around to shop, and rather than do 
this, he will break down his commis- 
sion to such an extent that in the end 
he has nothing for all his hard ef- 
forts. 

We have tried to keep the business 
clean and after several months we 
found ourselves “Behind the weil 
known 8 ball” in business volume, and 
in order to keep going we have to do 
the best we can to hold the discount 
evil to as low a scale as possible, but 
if we were all gentlemen and would 


feel that our brother dealers are ¢, 
titled to their share of business any 
maintained rigid prices—it would ng 
be so very long until the price cutte 
would realize that he is getting yy 
where fast and would come in line 
and we would also feel what a grey 
old world we still have in the busines 
field. 

The more articles you print throug} 
the Merchandising about this menace 
the more they will be read and muse 
over and in the end perhaps it wil 
lead somewhere to the solution of the 
small merchant and his worries. 

W. H. SMerpecx 
Smerbeck Bros 
Pittsburgh, Pa, 


Courtesy Discounts 


To the Editor: 

I read with interest a recent article 
“Buy it from a Dealer” published in 
Electrical Merchandising in which 
was stated the new policy of the 
Westinghouse Electric Company rek- 
tive to “courtesy discounts” and your 
stand in this respect is to be com. 
mended. 

However, to my mind there is an 
evil in the appliance business that is 
far more destructive and disruptive 
than “courtesy discounts,”—I refer 
to the policy of some distributors an/ 
manufacturers in having too many 
retail outlets in any given area. It 
appears that most any one can geta 
franchise to retail electric appliances, 
grocery stores, garages, gas stations 
repair men, and basement operators 
and this type of outlet does more price 
cutting which affects more retail sel- 
ing than “courtesy discounts.” Any 
prospective customer may visit the 
showrooms of the legitimate dealer 
with a normal overhead, who is carry- 
ing a heavy and well represented 
stock, and select the model they want 
and then go to some small “fly by 
night” operator and purchase the ap 
pliance at discounts ranging up to J) 
per cent and this condition exist 
with Westinghouse, General Electric 
Kelvinator, and other leading makes— 
speaking from local experience Frig- 
idaire only appears to have a limite! 
dealer policy. 

Speaking of “courtesy discounts” | 
have known of distributor organiz 
tions who have used the basement of 
erators to pass on a “courtesy discount’ 
to some particular friend of a pur 
chasing agent as the basement opefé 
tor would be satisfied to make 10 pe 
cent on a deal in which he had 
investment, 

Controlled retail distribution by the 
manufacturer is the answer to thi 
problem as unless something is done 
to curb the evil practices that hat 
arisen within the industry the pa* 
two or three years I predict mat! 
franchises will go begging for $00 
dealer representation as__ legitimalt 
outlets will not continue to tolerat 
this deplorable condition and opera 
a non-profitable business. 

Local retail associations, in mall 
instances, have tried to combat ti 
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evil but due to their numbers they 
cannot accomplish much, but a clear 
cut, well defined policy on the part of 
the leading manufacturers, which you 
can count on the fingers of both 
hands, will be far more effective than 
dealer agreements that are broken 
over night. 

“Courtesy discounts” represent only 
one-third of the problem. Let us go 
all the way and make this business 
profitable for the retailer as well a 
the distributor and manufacturer. 


. C. CARTER 
W. y Carter Co. 
Scranton, Pa. 


To the Editor: 

[ read in the July Edition of the 
Electrical Merchandising, an article 
under the title, “Buy it from a Dealer, 
criticizing the Wholesale Dealers 
about “Courtesy Discounts.” 

The large manufacturers are blam- 
ing the Electrical Dealers for “Cour- 
tesy Discounts.” While we all agree 
with them, that it is a poor policy and 
it takes the dealers legitimate profit 
away, but the dealer is not the main 
source. 

If we look a little farther, we will 
find that the main source, the main 
trouble, is with the large manufac- 
turers. While it is true, they give 
employment to a few thousand people, 
but, for the dealers conducting busi- 
ness in the same localities, it is very 
hard to exist. This is on account of 
the extreme discounts given to their 
employees. 

Let us take for example, Mazda 
Bulbs. A middle class dealer’s dis- 
count will reach to about 31%. But, 
their employees get 40%. If a bulb 
sells for 15 cents, the employee pays in 
the Company’s store, only 9 cents. A 
bulb which sells for 10 cents, the 
employee pays 6 cents. It is not for 
the employees only, but for all of his 
or her relatives and friends. So, the 
dealer holds the bag, carries the stock 
for display and pays the rent. 

One of the large Electrical Manu- 
facturers, issues a confidential bulletin 
to their employees, where they list 
their items, like Washing Machines, 


Refrigerators, Ironers, etc., quoting 
the discounts 35-40%. (On some of 
these items the dealer does not get 


this percentage.) How confidential can 
a list be between 10,000 to 15,000 
employees? We leave that to the 
teader’s imagination. 

_ How well a merchant feels, like be- 
lore the Christmas holidays, 
there are some buyers, 
buyers in his store, 


when 
or would-be 
when a lady comes 
in and wants to see a certain make 
of a toaster, iron or waffle iron. Of 
course, the salesman shows the item 
to her, explains the merits of it (while 
other customers are wz aiting) so after 
spending from 10 minutes to 4-hour 
with her, the customer will say, “Ww ell, 
thank you, I just wanted to look at it 
and see how it works. My daughter 
°F son works there, she or he will get 
it for me at a discount.” 

he very strange part of it is, these 
‘ame manufacturers are exerting every 
effort to prevail on these same dealers, 
that they should handle their 


mer- 
thandise. Wouldn’t you call 


this 
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double-crossing, 
trade? 


demoralizing the 

Is it a wonder that some of the 
dealers are trying to get inferior qual- 
ity, so as to get away from the same 
merchandise as they sell, or some other 
manufacturers make, so as to be able 
to realize some profit. As, by selling 
their merchandise (at the list prices) 
the dealer is called a robber. We will 
say that “The Courtesy Discount” is 
not the invention of the Electrical 
Dealer. 

When a person applies for a job, he 
will gladly accept same, without being 
persuaded, that he will get a discount 
on whatever he buys. If so, then they 
are hiring men and paying them with 


the profit of the dealer. The same 
as the summer resorts with their 
waiters. 

These Companies are having 


branches in other Cities also. In order 
to undersell the Local Dealer, they 
bring in the items manufactured else- 
where, to one of their stores, and are 
selling them at the Extreme Discount. 

The dealers in these localities are 
willing to co-operate with the Com- 
pany and are willing to handle their 
merchandise almost exclusively. Also, 
to give their employees some discount, 
or whatever would be agreeable to the 
Company and the dealer, so as to stop 
these unethical dealings, but so for 
were unsuccessful. 

This is an evil 
stopped. 


which should be 
Yours very truly, 
Henry J. Govp. 


G & G Fixture & Appliance Co. 
Schenectady, N. Y. 


Selling the Farmer 


To the Editor: 

I read the July issue of Electrical 
Merchandising with the usual interest 
—but when I came to page 5 of this 
issue, on which page was a_photo- 
graph of Dealer Floyd Capito on his 
way towards making a deal with a 
rural, I was compelled to stop and 
wonder. 

I noticed a certain utensil used in 
“sick” rooms in the foreground—it 
made me wonder if our friend Capito 
has been interested in testing the 
bovines milk producing capacity or if 
he was interested in checking the worth 
of the cow by other methods—take 
second look at the photo and you may 
have the answer. 

I might add that the only salesmen 
that I have in my employ who have 
any success with getting business from 
the farmers, are those salesmen who 
can tell within ten pounds of what a 
hog, cow or horse will weigh just 
by looking the animal over and can 
also tell the age of a horse within a 
year. 

Because of this knowledge, and be- 
cause they have the confidence of our 
farmer trade, they are able to make 
many deals that would otherwise be 
lost. 

With the wish that your 
continues to grow 


magazine 
and prosper, I am 
WERNER B. LEVIN 
Levin Home Appliance Co. 


Atchison, Kansas. 
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Nicinr@mime 


The huge 30 ft. 9000 Ib. 
muffle for heat-treat- 
ment work, and the spool of heating-element 
wire, are made in the same plant of the 
same NICHROME time-tested alloy. No won- 
der critical buyers of electrical appliances 
insist on genuine NICHROME elements. 


DRIVER-HARRIS CO., HARRISON, N. J. 
















CONTINUOUS FLOW HEATED 

AIR - DRAWS COLD AIR OFF 

FLOOR -HEATS ENTIRE ROOM 
. 


HAVANA BROWN or HARVEST 
CREAM finishes... harmonizing 
with any decorative scheme. 


* 
LIST PRICES 


Combination Clock and Heater . = ~ 
Air-Flow Heater Only ...... 
Time Clock Only ........ cs 






= 





A MERCHANDISING “ACE” 
BUILDS EXCLUSIVE MARKET FOR 


€VERHOT 


Air-Flow Electric 


=> ROOM 


HEATERS 





' 

' HAN DSOME 

5 MARK-UP 

') POSSIBILITIES 
PUT YOU IN 


~) RINGSIDE SEAT 
FOR PROFITS 


@ With this modern combination, you put yourself way 
out ahead of mere heater competition .. 
morning warmth. 


- You sell early 


-.comfort automatically supplied in any 
room at any time of day or night.. 
want the handsomely restyled portable EVERHOT Air- 
Flow Room Heater equipped with the 30-hour Timer-Clock 
that turns heat on and off automatically. Range of oper- 
ation, 15 minutes to 21% hours. Clock easily detached for 
time control of electric roasters, coffee makers, sun lamps, 

‘fans, lights, air conditioners, radios. 

The EVERHOT Air-Flow Room Heater, 24 inches 
high, has won thousands of customers with its “chimney 
principle” of radiant circulation providing continuous flow 
of heated air. No moving parts. Air-insulated, cool body 
and approved grille outlet, 
Handsome in proportions, design and finish. 

Write today for complete information on models, dis- 
counts, dealer helps and name of your EVERHOT jobber. 


-Every household will 


perfectly safe for children. 


SWARTZBAUGH MANUFACTURING CO., TOLEDO, OHIO 
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Now 


the Hankscraft 
Automatic Electric Egg 
Cookers and Egg rvice 
Sets shown here are offered 
in three attractive pastel 
shades— green, blue and 
ivory—giving them added 


fectiveness. For 
sales show all three colors. 


EGG SERVICE SET 


This beautifully matched set includes No. 815 
Egg Cooker with boiling tray and poaching 


Model No. 8151 


MODEL 794 EGG COOKER 


dish, four 
cups and flashing chrome 
service tray. Cooker 
alone retails for $3.95. 


Model 
No. 794-B 


A Standout value is this four-egg cooker with its grace- 
ful lines, attractive colors and flashing chrome dome. 


Packaged in handsome display carton. 


Special 


service 


set including this cooker, four egg cups and tray, Model 


No. 800-B, retails at only $3.95. 


Baby Bottle 


ea’. 


Bottle Warmer Bottle Warmer Bottle Warmer 
Sterilizer No.706 Set No. 7751-B 


No. 775-B No. 673-B 
b A 


ap nn 
fait qt 
i 
7 


2 
A 1° °2°° 


The HANKSCRAFT COMPANY, Madison, Wis. 





It’s the unanimous verdict of refriger- 
ator users that the greatest need for ice 
cubes is on those frequent occasions 
when one, two, or three persons want 
a few ice cubes in a hurry. 

And it’s the unanimous verdict of 
Presto Tray users that on/y Presto Tray 
with rubber grid gives one or a dozen 
cubes instantly, full-sized, cold and dry, 


WHEN A FEW ICE CU 
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@ TH VERDICT IS_ 





without disturbing the others—without 
fuss, bother, or waste. 

So, to influence a favorable verdict in 
favor of your refrigerator, have your 
salesmen demonstrate conclusively— 
and quickly—how the Magic Finish 
Presto Tray with Rubber Grid gives all 
the advantages of a fast-freezing metal 
7, plus all the conveniences of a rubber 

rid. 

If you have not already done so—be 
sure and insist that your new refriger- 
ators come factory-equipped with Magic 
Finish Presto Ice Trays. 


INLAND MANUFACTURING DIVISION 
General Motors Corporation Dayton, Ohio 


ARE PLENTY_ DONT RAID A TRAYFUL_USE 


STO ETRY 


UW 


| cook on the surface burners. 


double egg | 





Heat in the Kitchen 





CONTINUED FROM PAGE 27 


\ ies an | we have sold a number of combination 
eye appeal anc display €f- | ranges. This range is of the type having 
volume | both 


| if the coal part of the range is in opera- 


the electric and coal oven so that 
tion they can use the oven as well as 
We do not, 
however, encourage this type of range 
because we have had considerable dif- 
ficulty due to the construction of the 
range in securing a good draft. We have 
favored the use of kitchen heaters or 
refuse burners as referred to in the an- 
swer to question No. 1, and a study of a 
large number of these indicates that the 
revenue is approximately the same as 
from a straight electric range, indicating 
that although the customer may use the 


| refuse burner for space heating and also 


for heating hot water they do very little, 
if any, cooking on the two surface burn- 


| ers and rely entirely on the electric range 
| to provide all cooking function.” 


Northwestern Electric Company: 


“We have not taken this matter too 


| seriously, nor have we taken aggressive 
| steps to 
| We are more inclined to work with the 
| customer and establish electric cookery 


eliminate these other ranges. 


in the home, at least partially, in the 
belief that eventually we will have all 
the cooking load when economic condi- 


| tions improve with the customer. We be- 


lieve that a part of the load is worth a 
lot today, rather than all of the load some 
day, maybe. 

“We offer through our dealers prin- 


cipally electric ranges, but there is always 
available for those who want to solve a 
| heating problem, a kitchen or electric- 


fuel combination range. Saturation in 
the farm area where the heating problem 


| and excessive wood fuel exists has not 
| reached a high point with us as yet. We 


are progressing in a substantial way.” 


Washington Water Power Company: 


“In homes which have their own heat- 
ing plant and an electric range is in- 
stalled, we usually suggest that the cus- 
tomer install a heating vent from their 
furnace to take care of the kitchen. In 
homes without a heating plant, many 
times there is sufficient heat from the 
adjoining rooms to provide the required 
amount of heat for the kitchen. If not, 
we encourage customers to install a porta- 
ble heating stove for the few months of 
the year this additional heat is required. 








“It has been our experience that th 
combination electric and coal stove is ng 
satisfactory. In a great many Cases » 
have had customers insist upon the pyr 
chase of a combination and after a fg 
months use discover that the heater wy 
seldom used, then they wish to exchange 
the stove for an all-electric. 

“Generally speaking, we have fou 
the customer's first reaction to the insta 
lation of an electric range is a questig: 
as to whether or not they will have gg 
ficient, heat in the kitchen. By taking 
the time to explain how auxiliary he, 
may be temporarily installed in th 
kitchen, we have found that when th 
cold weather comes they have becop 
accustomed to working in the kitchen » 
a lower temperature and prefer to cm. 
tinue that way rather than install th 
auxiliary equipment.” 


Public Service of Colorado: 


“We have not sold any straight hey. 
ers of any type and the home education 
work has been carried on by our Ne 
Business representatives. The most se. 
cessful answer we have to this problem 
when it arises, is to sell combinatig 
ranges. These are being sold in all ¢ 
our electric properties with a great de 
of success.” 


Pacific Gas & Electric Company: 
“Because so many housewives are us 
to heating their kitchens by means 
the waste heat generated by their kitche 
stoves, the Pacific Gas and Electric Con 
pany has found that an effective follow-v 
to the sale of an electric range is to k 
found in the form of an electric heate 
for kitchen use. In a drive schedule 
some time ago, each electric range us 
was sent a folder advertising a 3-ky 
230-v. convection type heater for ca- 
nection to the range at a price of $20} 
on terms of $3 monthly. A. standar! 
porcelain 30-amp. outlet was connected « 
the back: of the range, which did not dan 


The: 





age the porcelain of the range in a 
way and which met all Underwriters 
requirements. The sale of these heater 
not only solved a problem for the hous 
wife and brought greater satisfaction wit 
the range installation, but it also = 
creased the kilowatt-hour usage at t 
same time obviating the necessity of & 
stalling a heater operating with anothe 
type of fuel, which might also be w 
for part time cooking purposes.” 














“REALLY, MR. McGOWAN, A DEMONSTRATION CAN BE CARRIED TOO FAR." 
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E-T-L 


CERTIFICATIONS 


LIGHTING 

















certification label on porcelain 
enameled reflectors has identified 
reflectors that conform to definite 
specifications for good lighting . . . 
determined by test of Electrical 
Testing Laboratories. 


many years this familiar 





peoniane 
vactecaTIOMS 


& 


These certification tags on lamp, 

diffusing bowl, and shade, mark 

genuine I.E.S. Specification Bet- 
ter Sight Lamps lamps that 
conform to the 54 specifications set 
up by the Illuminating Engineering 
Society for sight-saving light and 
sound electrical and mechanical 
construction . by E.T.L. test. 











Now comes the 1938 Prize 


Award Certification . . grant- 

ed to LE.S. Specification Lamps 
which not only meet the specifica- 
‘ons of the Illuminating Engineer- 
ing Society, but also conform to 
Prize winning designs created by 
‘interior designers to provide authen- 
tic — styles . . and checked 


by 

e®ee 
~% and more lighting equipment is being 
we to specifications devised by the best 
3 ting authorities in the country with cer- 
“ication as to conformance, by E.T.L. test. 


Know by test 
ELECTRICAL 
TESTING 
LABORATORIES 


ist End Avenue and 73th Street 
New York, N. Y. 
















| MINIATURE MOTOR 
| REPAIRS OPEN 
NEW FIELD 


HAT old joke about the colored 
man who was two heavy for 

| light work and too light for heavy 
| work applies to the repair and up- 
| keep of miniature motors. For auto- 
| mobile garages are tuned up for tak- 
| ing care of big motors only, and 
| jewelers find motors too heavy to 
| take in their laps. 
The result has been the 
up of 47 central points and 262 ser- 
vice stations over the country for the 
repair and maintenance of miniature 
motors. Some 412 men recently at- 
tended the school in Mil- 
waukee, and some 33 schools will be 
held by Briggs & Stratton during 
1938 over the country. Of course, 
miniature motors~are not the only 
subject on which the men are coached. 
The school is -held by a group of 
manufacturer members of the Auto- 
motive Electric Association, and in- 


service 


setting | 





cludes training in carburetors, starters 


and other items. 
Started in 1930, a supply of repair 


men has grown until three types of | 


service stations are operating: 
tributors, authorized service points, 
and men who have had special train- 


ing. 


RECIPE OF THE WEEK 


S° many had been the requests 
from ‘dealers for a recipe book to 
be used in the selling of electric 
ranges that the Bureau of Power and 
Light of Los Angeles for some time 
contemplated such a project. They did 
not wish to issue such a booklet, how- 
ever, without testing all recipes used 
first and as this was quite a project to 
undertake, they started out by publish- 
ing what they call the “Recipe of the 
Week.” This is a recipe which has 
been tried and approved by the Bu- 
reau’s home economist and is pub- 
lished and distributed 


found it an excellent door 
and the fact that the service is weekly 
provides opportunity for any number 
of return calls, while the prospect still 
remains an open one. 


G-E OFFERS $400 IN 
PRIZES FOR LAUNDRY 
WINDOW DISPLAYS 


BRIDGEPORT, CON N.—Prizes total- 
ing $400 for the best dealer windows on 
General Electric Home Laundry Equip- 
ment, have just been announced by L. 
Wichelns, advertising and sales promotion 
| manager of the division. Tieing in with 
National Washer-Ironer Week, the win- 
dows must be set up between September 
19 and October 26 and utilize new and 
dramatic display pieces which the laundry 
division has arranged for on both wash- 
ers and ironers. 

The new display series is called the 
| “Shock-Sell” series and consists of eight 
| separate displays to be used in succeeding 
| months. The entire series costs $9.95. 
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for the use of | 
co-operating dealers. Salesmen have | 
opener— | 








VOSS 


can make your 


National Washer Week 


QO Fe. 


The Big 
ba Voss Promotion Campaign S 
Brings Quick, Profitable Sales 


Your National Washer Week will be a success, only if you increase your 
sales, make more profits and develop a hot list of prospects. You can 
do all this with Voss, because you have more to offer, more to talk 
about, more to show. 








It's no trick to get volume and extra 
profits with the new complete Voss 
merchandising plan — and these superior 
features. 


THESE FEATURES MAKE 
SALES EASY .... .: 


The World's safest — contact with safety 
guard releases guard tension and in ad- 
dition turns off switch, STOPS entire 
machine and automatically. 
Demonstrates unparalleled safety. Only 
Voss has it. 


instantly 





















gives choice of: 
= TOP AGITATOR 
8 Washes clothes in 
the rich, clean top 
suds, saves clothes 
and soap. 












BOTTOM AGITATOR 
The Voss Flex-O- 
Klean Agitator is in- 


ee 
Pos 
meets all demands. + — 


terchangeable, 












Announcing 


“See for Yourself” VISUALIZER 


Operates first at 
bottom, then at 
top. Shows exact- 
ly what happens in 
washer tub and how 
floating agitation 
forces rich top suds 
down through 
clothes as they are 
gently flexed with 
floating agitator. 








Model SEN 


’ 









r, 5 

—s 
30 seconds sells more than 
30 minutes conversation 


) WRITE TODAY! 


‘ X He Voss can help you make your Na- 
4 tional Washer Week a profit 
Model RSC success. If you want real 





















os washer sales write today. 
> 
AS 


Th 
ent 
vcacmw 25S BROS. MFG. CO» 
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CELINA Portable 
Tubs 





HAVE THE 
Ei ti sales appeal 


To Mo, 





N ODERN in every way, x 
VE CELINA Portables % 
have what it takes to get 
the business in 1938, Good 
to look at — with instant 
appeal to the practical side 
of every woman. Clinch 
more sales during National 
Washer and lroner Week 
by teaming your washers 
with these high quality 
tubs. Their full size, sturdy 
construction, smooth fin- 
ish, ingenious design and Pp 
up-to-the-minute styling, 

give to CELINAS all the 

qualifications for a natural 

sales closer. 





CELINA Portable Tubs are shipped nested, saving 


both on transportation costs and storage space. 
Colors to match all leading makes of washers. Write 
or wire for description and prices. 






The Celina Mfg.Co. 
25 4 51.7% Celina, Ohio 











Semnthien for oe 
who make and sell 
electrical appliances 
to think about— 


land pass on to 
those who buy them) 


*"'The electrical appliance indus- 
try is continually finding ways to 
make better products at less cost. 
For instance, the !!/5 million elec- 
tric washers bought in 1937 cost 
the purchaser two million dollars 
less than the million bought in 


1929. 

The 1,200,000 electric fans bought 
in 1937 cost the purchasers 
$700,000 less than about half that 
number bought in 1929. And in 
this same period hundreds of other 
manufactured products, because 
of improved manufacturing meth- 
ods, have been reduced in cost so 
that more people can have more 
of the good things of life" — 


Those who make and sell household 
electrical appliances are to be 
congratulated for their contribu- 
tions to the more abundant life 
and Electrical Merchandising, as 
the journal of the electrical appli- 
ance industry, is proud to play a 
part in this great forward move- 
ment. 


ELECTRICAL MERCHANDISING 


A McGréw-Hill Publication 
330 W. 42nd Street New York, N. Y. 


* Queted from an advertisement of the 
General KElectrid Company in the Auguat 
27th issue of Business Week. 
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Parts, 


UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum 


charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 


SERVICES 
AND Accessories 


= 


DISPLAYED RATE: 

1 inch $12.00; 4 inches $11.50 per in.; 8 
inches $11. 60 per in.; 12 inches $10.50 
per inch. (An advertising inch is 
measured vertically on one column. 
There are 4 columns—48 inches to a 
page.) 

















offer 

sturdily made to prevent 
scratching and marring. Write 
for latest folder and prices 
pads for refrigerators 
washers, ironers, phonographs. 
radios, ranges, furniture, ete. ; 
also carrying harnesses and 








real economy because 


sapien MANUFACTURING COMPANY 





PADS, COVERS AND BAGS 


All Types 
Electric mangle pads and covers. Washing machi, 
covers, electric heating pads, ous cleaner bag 
all types. _ Obie. Textile Specialty Co. + W. 54 Stree, 


NEW ADS 


and changes of copy must be received by th 
27th of the month to appear in the issue oy 
the following month. 


“KEEP IT RUNNING" 


Satisfactory operation is a real con- 
tribution to customer satisfaction. 
“Keep it running” and she'll come 
back. It’s the repeat sales that 
count. 





— 























Parts, Services and Accessories 
can play an important part in 
building your business. It can keep 
you posted on where to obtain your 
requirements in keeping your cus- 
tomers’ appliances in good running 
order. 




















SEARCHLIGHT SECTION 


(Classified Advertising) 


evecorment , “OPPORTUNITIES” 


RATES—— 





UNDISPLAYED 


15 Cents a Worp. Minimum CHarGE $3.00. 
Positions Wanted (full or part time salaried 
employment only) % the above rates pay- 


able in advance. 


Boz Numbers—Care of publication New York, 
cago or San Francisco offices count as 


10 words 
Discount of 10% if full 


advance for 4 consecutive insertions. 


yment is made in 


: MERCHANDISE 
: BUSINESS 


DISPLAYED 


Individual Spaces with border rules for 
4 rominent display of advertisements. 
BOR ccccccconcececcecvees 


BS © Me ccccccccvccceve 7.80 per inch 
4 to 7 inches......cccceseces 7.60 per inch 
8 to 11 inches........eseeees 7.40 per inch 


An advertising inch is measured vertically 
on a column—4 columns—48 inches to a 
page. Contract rates on request. 














POSITION WANTED 





SALES MANAGER thoroughly experienced 
in national distribution of washers, ironers, 


appliances. Good personal producer. 


Experienced in sales training, supervision, 
market research. Wide experience selling 
retailers, department stores, utilities, whole- 


PW-515, 520 North Michigan Ave- 


», Chicago, II. 








SELLING 
OPPORTUNITIES 
OFFERED—WANTED 


Belling Agencies—Sales Executives 
Salesmen—Additional Lines 

















OPPORTUNITY OFFERED 





WANTED Manufacturers’ Agent to distribute 

outstanding new and exclusive small ap- 
pliance Unusual appeal and market. Com- 
mission. Exclusive territory. Unitoast Divi- 
2250 W. Fort St., Detroit, Mich. 











OPPORTUNITY WANTED 











Vacuum Cleaner 


BAGS 


ONE or a THOUSAND 


29¢ 


CHICAGO APPLIANCE CO. 


812-14 N. Wells St., CHICAGO 





— | 








Extra Heavy Bags, With Metal Band 
Fasteners, 35c 





RADIO IN IT’S ENTIRETY! 


“B-A” serves the trade with every aed le 
redio—complete 160-page catalog of aw 


BURSTEIN-APPLEBEE CO. kansas erry. 








PACIFIC NORTHWEST DISTRIBUTOR de- 
sires additional lines of appliances with 


novel sales appeal. 
chandising, 883 Mission St., 
California. 


RA-511, Electrical Mer- 


San Francisco, 











AEP Electric —_ 
| Lineoln Ave., 





5 USED aluminum Maytags at $20.00 eac a 
M:z aytag Dealers, 295 











for “ANY invention or Trade Mark 























Salesmen Agents and Distributors Wanted 


NATURLITE Reflectors are fast and profitable 
sellers and cut lighting bills 
opportunity for reliable men. 
lars stating territory covered. 


Light & Power Patented Utilities Co., Inc. 


122 Sth Avenue, New York City 


50%. Excellent 
Write for particu- 











IDEAS and LINES SOUGHT 
Established manufacturer of lighting equipmett | 
with comprehensive, national sales organization 
a 

Increased production for his factory. 
: Increased lines for his salesmen. 
Will take on lines for either sales only or sale 
and production, Give us brief facts for investi# 
tion. BO-513, Electrical Merchandising 
330 West 42nd Street, New York City 
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Dealers Wanted 


Here’s a real sales item yield- 

ing a fine profit. Send for full 

particulars. Get in on the 
ground floor. 


Handy-Heat- 
On-Wheels 


An Electrical 
Steam Radiator 


In addition to the radiant heat of elec- 
tric bowl-type heaters, it also gives you 
convected heat. That means quicker 
heating, and an economy of current. 
In fact, the small size one uses 
no more current than an electric iron. 
It is just the thing for bathrooms or 
any hard-to-heat room. Also ideal in 
any room for cool damp days of Spring, 
Summer and Fall when main heating 
is not in operation. 











5 CN ETERNAL ET 


@s 


Easily wheeled from one room to an- 
other. So light it can be carried up- 
stairs or down. Equipped with both 
thermostat and automatic current cut- 
off. Made in 4 sizes. Finished attrac- 
tively in black and neutral color. 


i} 


4 


Send for dealer information and _ prices. 


MANUFACTURED BY BURNHAM 


Manufacturers of Heating Equipment Since 1873 


Representatives in All Principal Cities of the United States and Canada 











ALL AMERICA KNOWS 
A Million Have Been Sold for #15 


PACKARD 
SHAVERS 


Sensationally Reduced to 
$ 7° 


It’s the same Packard — actually improved — now dramatically 
priced dollars below any other top quality shaver with a reputa- 
tion. All you have to do is announce “Packards at $7.50.” Your 
customers will say “Gimme!”’. . . Order today at regular discounts 
through your wholesaler. 


PROGRESS LEKTRO SHAVE CORP. 
521 Fifth Avenue New York, N.Y. 
Canadian Dist.: Progress Corp. (Can.) Ltd., Toronto 
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MASS DISPLAYS SELL 
APPLIANCES 


Mass displays of electrical equipment 
are the most effective means of advertis- 
ing in the opinion of J. H. Anderson, 
vice-president and head of the electrical 
appliance department of the Powers Fur- 
niture Company of Portland, Ore. The 
department is located in the basement of 
the store and at all times from 60 to 100 
refrigerators, ranges and laundry equip- 
ment are on display. The refrigerators 
are arranged on a raised platform which 
extends about the walls of the room, with 
hidden illumination concealed behind a 
valence from above which brings each 
appliance into prominence, while other 
equipment is grouped on the floor. The 
customer who enters this department is 
at once impressed with the fact that a 
wide selection of equipment is available 
for choice. . 

During Kelvinator Week, which was 
recently celebrated by the store, the en- 
tire basement was given over to electrical 
displays, as was also the entire first floor 
of the store and all the windows. The 
object of this event was to emphasize 
the complete line of home equipment car- 
ried and to encourage purchase of major 
appliances in sets of three for complete 
electrification of the kitchen. During this 
event washer range, refrigerator or ironer 
could be purchased in lots of three at 
the same down payment as would ordi- 
narily be required for one, and two years 
were allowed for payment. The week, 
with its overwhelming display of elec- 
trical appliances, it is safe to say, at- 
tracted the attention of every Portland 
shopper. Multiple purchases were com- 
mon and are still being made, showing the 
effect which the event had on the public 
mind. The store remained open evenings 
until 9:30 throughout the week. 


ROASTERS AS WINDOW 
BAIT 


The English Electric Company of Tuc- 
son, Ariz. is located on the main shopping 
street, but a little beyond the main area 
of traffic, so that the number of people 
who pass the store on ordinary days is 
not as large as could be desired. But Mr. 
English knows how to take advantage of 
opportunities. When a special daylight 
event was scheduled in the motion pic- 
ture theater at the end of the street, 
bringing crowds past the store during 
business hours, he arranged a window 
display of roasters and offered a chance 
on one of these appliances to anyone who 
cared to enter the store to register. About 
800 women filled out information cards 
which entitled them to a chance on a 
drawing, for which the roaster was to be 
the prize. Among the questions asked 
was that of the electrical appliance in 
which the housewife was most interested 
as her next electrical purchase. It is 
interesting that even in Tucson, where 
electrical refrigeration is most widespread 
and the saturation very high, about one- 
fourth of those answering stated that 
their next electric purchase would be an 
electric refrigerator. The list has fur- 


nished an excellent group of prospects for 
follow-up work. 





Distributors attending the recent 
Hoover Co. convention at North 
Canton, O., enjoyed an outdoor 


camp meeting. For story, see page 39. 


Vs 
cae 


CASH IN ON 


BETTER SERVICE WORK 





Most complete belt 
catalog ever issued 
lists belts for 
4450 models 
Refrigerators 
Air-Conditioners 
Washing Machines 
General f. h. p. Units 
by 
lengths, cross-sections, 
manufacturers’ part 
numbers 


@ Stop guessing! Go to Gilmer! 
Now you can easily fit the drive 
right, even without knowing the 
belt’s number or who makes it! 
The Gilmer Catalog—“ America’s 
Belt Bible” tells all about Gilmer 
Belts, that are “tailor-made in 





| the grooves,” by belt engineers, 
| on the world’s largest assortment 
_ of V-moulds. Gilmer jobbers 
| everywhere carry full stocks, 


insuring fast emergency service. 


L. H. GILMER COMPANY 
Tacony, Philadelphia 


Tell us where to send your FREE Gilmer Belt 
Catalog. 


Your Name 


& Address 
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FOR DISPLAY—The photograph used on this month's 


cover is available for display purposes, as shown above. The 
size is 21 x 33 inches, mailed postpaid fifty cents a copy, 


cash with order. 


Watch the Women’s Magazines 


Better Homes & Gardens 


“Fun "Neath the Harvest Moon” by 
ae Huttenlocher, in the October issue 
ot Better Homes & Gardens, sug- 
gests an electric roaster as a necessary 
successful 


adjunct for Halloween 


parties, 


Ladies’ Home Journal 


Grace L. Pennock’s article “Light 
Touches” in the October issue of 
Ladies’ Home Journal will be wel- 
med by lighting specialists as a real 
lp in selling current lighting and 
Wiring ideas, illustrating as it does 
the latest in ceiling fixtures for kit- 
chen, bathroom and hall; the most 
ffective dressing table and bathroom 
ghting equipment; and the new lumi- 
line light strips for kitchen counter 
Featured, too, 
the automatic cut-out switch to 


rload or faulty lamps. 


tops and built-in desks. 


Good Housekeeping 


Good Housekeeping for October 
tells its 2,300,000 readers in “Keeping 
In Hot Water”, by Adrian N. Clark 

the Engineering Staff of Good 
Housekeeping Institute, how easy it is 
these days to have an adequate and 
iutomatic supply of domestic hot-wa- 
This article stresses the impor- 
tance of getting expert advice before 
deciding what size hot-water heater to 
buy, and makes clear why guessing at 
size may easilv lead to dissatisfaction 
ind high operating cost. The reader 

s advised to consult a competent local 
dealer and is told what kind of in- 
formation the dealer will want: to 
make an accurate diagnosis of hot- 
Dealers who sell hot- 
water heaters will find this article 


water needs 


helpful in their contacts with pros- 
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pects. In the same issue, Helen W. 
Kendall of the Institute’s Staff has 
written “Clean As You Go”, an article 
on modern, labor- and _ time-saving 
methods of keeping a house spic and 
span. Vacuum cleaners play a major 
role. In a “Good Time Was Had By 
All’, Helen E. Ridley and Julia 
Hoover of the Institute’s Staff ad- 
vance some delightful ideas for stag- 
ing informal parties. Electric table 
cooking devices are brought to the 
front, not only as a means of getting 
the hostess out of the kitchen, but tu 
add to the fun by having the guests 
participate in preparing the food. 
There’s sound advice in this article, 
too, about the need for plenty of con- 
venience outlets and adequate circuits 
to get best results from cooking appli- 


ances. 


House & Garden 


The October issue of House & 
Garden is the Fall Homefurnishings 
Double Number of the magazine, 
which includes a_ separately bound 
portfolio of new homefurnishings, of 
major interest as a guide for brides 
and Autumn shoppers. One feature 
of this Portfolio is a page of electrical 
housewares, which shows Manning & 
Bowman’s new coffee server; a toast- 
and-jam set by McGraw Electric; a 
new Silex; a G-E sandwich toaster; 
an electric corn popper by Knapp 
Monarch; a waterless buffet server by 
Landers, Frary & Clark, and Chase 
Brass & Copper’s table butler. 

Among the essentials for efficient 
housecleaning, House & Garden also 
presents the latest Universal Cleaner 
and Purifier, by Landers, Frary & 
Clark, which does everything you ex- 
pect of a vacuum cleaner, and other 
useful jobs besides. 
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Why the utilities should be interested in laundry promotion 


Windows for Washer Week 8y |. L. Cochrane.. 


Three action windows you can build to boost laundry equipment 


A "Guinea Pig" Town for lroner Sales 
By Bert W. Reynolds 


A new approach to ironer sales may come out of San Jose, Cal. 


All Prospects Don't Drop In 8) Gerald E. Stedman 


In selling utilities, you got to go after the customer 


Rebuild Washers to Reach $15-a-Week Families 


How one company is licking the trade-in washer problem 


Ideas for Washer Week ..... 


Some short suggestions you can pick up and use now 


Basement Comparison Tests Will Root Out Old 
Washers By T. F. Blackburn 


Actual tests which show how obsolete a lot of washers are 


Heat in the Kitchen ............ 


What I! western power companies are doing about auxiliary heaters 


This Is the Way We Wash Our Clothes 


By Anna A. Noone 


Three important studies on laundry equipment by women's magazines 


Getting Gas-Engine Washer Business 


The farmer is in a buying mood and washers are a natural 
Ace Hoover Salesmen 
News 
The Product Parade 


Letters to the Editor 
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/OVELL OFFERS 300 IN PRIZES 


Prizes will be awarded for the best window 
displays of power driven washers (equipped 
with Lovell Wringers) shown during National 
Washer and Ironer Week, October 23-29, 
1938. Displays will be judged on these points: 
SALES APPEAL, ORIGINALITY, ATTRAC- 
TIVENESS. Winners will receive their prize 
money not later than December 1, 1938. 
Duplicate prizes will be awarded in case of ties. 

“Sales Appeal” will be judged from the 
way in which you emphasize any one or all 
of the following advantages of home launder- 
ing with the aid of a Lovell-equipped washer: 
UTILITY, ECONOMY, CONVENIENCE, 
LABOR-SAVING FEATURES, SANITA- 
TION, THOROUGH CLEANSING WITH- 
OUT INJURY TO FABRICS. 


All washers in the display must be equip- 
ped with Lovell Wringers. However, other 
items closely related to home laundering such 
as hand irons, ironers, hot water heaters, 
wash baskets, clothespins, cleansing com- 
Pounds, garments, etc., may be included. 








al, 
ng bh 





—, cLoTers 


LOVELL 





The set of five 11” by 14” show cards illustrated above will be mailed free of 


charge. {See rules}. Cards are in five different color combinations and have easels. 


At least one of the five display cards illus- 
trated above must be used, although you may 
make your own provided you use the same 
copy. These cards will be furnished free of 
charge upon application to the Lovell Manu- 
facturing Company. Other signs may be 
used in the display—your own or any 
furnished by the American Washer and 
Ironer Manufacturers’ Association, or by the 
washer manufacturer. 


All entrants must furnish a photograph of 
their displays. While 8 by 10 inch glossy 
prints are preferred, smaller pictures, if clear 
and sharp, will be acceptable. Print on the 
back of each photograph with ink the name 
of store, street address, city and state. No 
photographs will be returned. Mail photo- 
graphs to Contest Department, Lovell Manu- 
facturing Company, Erie, Pennsylvania, 
before midnight, November 10, 1938. 


The judges will be J. R. Bohnen, Secretary, 
American Washer and Ironer Manufacturers’ 
Association, L. E. Moffatt, Editor, Electrical 
Merchandising, Jack North, President, Elec- 
trical League, Cleveland, Ohio. 


Christmas money 
E XT RA for a little of your 
time and thought. Should be fun and 
good experience too—also encourage- 
ment to create a window display that 


will bring you profits from washer and ironer sales even 
beyond the value of the fine prizes that Lovell is offering you. 


Read the rules! They’re not at all complicated. But if you don’t 
understand them thoroughly, rush a postcard to the Contest De- 
partment of the Lovell Manufacturing Company. 


Although there’s plenty of time, order the show cards now and 
begin to plan your window display of Lovell-equipped Washers 
for National Washer-Ironer Week, October 23-29. Let’s go! 


LOVELL MANUFACTURING COMPANY « Erie, Pennsylvania 








Models reading from 
Top to Bottom are: 

X170W 

X70W 

7OW 

71W 

720 

73W 

740 



































—and Automatic Provides these gleaming white 


“Laundry Queen” 


suit all Incomes. 


Washers in a Price-Range to 


Anew name . . . an appealing name . . . a new line of 
Seven Beautiful Washers ... a new finish with more 
eye appeal than you have ever before seen in any 
washer ... and a copyrighted Sales Plan that gets the 


business. 


Automatic Offers All 7 Keys 
to Profitable Washer Sales 


1—Complete Ultra-Modern line of 7 
Washers—all in the popular gleaming white 
enamel. 

2—A Price range that starts at $39.95 to 
“meet all comers" and a step-up to suit all 
incomes and give you the best profit 
opportunity. 

:3—Exclusive Sales Features not matched in 
any other line today. For example, Duo-Disc 
—two way washing; Safety Magic Button 
Wringer Control; and silent trouble-free 
Sealed Stokes Transmission. 


4—A Record of 30 years of continuous 
production of Automatic Washers that 
have given splendid satisfaction to their 
users. 

*%—A new appealing name — Laundry 
Queen—backe - Automatic, known from 
coast to coast through years of nationwide 
Radio Broadcasts, use of National Women's 
Magazines, etc. 

G—A Service Warranty that backs up 
every sale you make with an exclusive fea- 
ture which protects your customer in the 
purchase. 


—and most important of all 


7—Automatic offers you the exclusive use in your community of a copyrighted Sales 
Plan which has never been equalled as a sure-fire sales producer. This plan has mov 
for one dealer in one store as high as $16,753 worth of Electrical Merchandise in 6 days. 


If you want action, satisfaction and profit out of your Washer Dept., 
write today for complete information, Prices and Discounts on 
the new Gleaming White Line of Laundry Queen Washers and lroners. 





